v 


G¥_DEPT! 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1 


Irst Con 


Vol. 13 No. 11 


March 16, 1942 


10 Cents a Copy, $2 a Year 


Rough Proofs 


A lot of labor union leaders have 
been petitioning, via newspaper 
space, for the release from jail of | 
Earl Browder, but so far they don’t 
seem to have gone to bat in behalf 
of Willie Bioff. 
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The American Jersey Cattle Club 
is offering 1,000 free bulls to own- 
ers of high-grade herds, with full 
confidence in their ability to make 
the grade. 
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The difference between a “substi- 
ute” and the “alternate” product 
seems to be that you can usually 
get a lot more money for the alter- 
nate. 
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The Dr. Lyons plug, “Millions 
have tried it and millions have 
turned to powder,” may have been 
written by the copy man who had 
his furniture client declaim, “We 
stand behind every bed we sell.” 
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Ferguson - Sherman tractors, the 
ads say, are safe for elderly folks to 
handle. Does this mean that Grand- 
pop is going to have to get off the 
front porch and go to work? 
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Arthur Price advocates no new 
style for the duration of the war, 
and some inquiring observer may 
want to know if he also advocatics 
no new mail order catalogs for the 
same period. 
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Rough Proofs still insists that the 
only way to mollify a femme de- 
prived of chic new styles is to let 
her wear a nifty uniform with a 
Sam Browne belt. 
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Gladys the beautjful receptionist 
says she knows Mr. Henderson and 
the other people in Washington are 
smart men, but she still doesn’t 
understand how they expect to 
freeze anti-freeze. 

vv, 

Awful Fresh MacFarlane says a 
gift of his chocolates to your little 
fawn “will maker lover daddy.” 
This is getting down fast to the real 
stuff that most advertisers try to 
put over with delicacy and finesse. 
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An agency man reports that he is 
asking “direct mail advertisers 
whom we feel are consistently 
wasting effort by keeping us on 
their mailing lists” to cease and de- 
sist Even if they are selling 
courses in how to control the tricky 
relative pronoun? 

ae v 
Masterpieces of cosmetic adver- 
tising,” says Kimberly-Clark, “are 
Printed on Levelcoat printing 
papers.” 

Not to mention the masterpieces 

that are printed on masculine lips. 
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Frigidaire has found a lot of rea- 
sons why people buy refrigerators, 
Electrical Merchandising reports, 
but it’s a lot simpler right now to 
find out what they don’t buy. 
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William L. Scurry is now head of 
\tlanta savings and loan league, 
ig abandoned the agency field 

to which fate seemed inexorably 

ive nominated him. 


Copy Cus. 


OFF THE MARKET | 


To the Women of America... 


FLEISCHMANNS 
DRY YEAST 
HAS GONE TO WAR! 


Your grocer has received his last shipment 


Standard Brands, Inc., announced the 
retirement of its dry yeast from the mar- 
ket—for the duration—in this one-time 
copy last week in 120 newspapers of 
Nebraska, Virginia and Maryland, where 
distribution of the product had been 
achieved. Kenyon & Eckhardt is the 
agency. 


Food Advertisers 
Create Foundation 
for New Campaign 


George Sloan Named 
President; Group to 
Push Nutrition 


New York, March 12.—George A. 
Sloan, commissioner of commerce 
of New York City, was tonight 
named president of Nutrition Foun- 
dation, Inc., created by the financial 
support of 15 large food advertisers 
who have subscribed more than 
$750,000 to date to develop and ap- 
ply the science of nutrition for im- 
proving the diet and health of the 
American people and to dissemi- 
nate facts on nutrition. 

Other officers announced at the 
inaugural meeting at the Waldorf 
Astoria are Dr. Karl T. Compton, 
president of the Massachusetts In- 
stitute of Technology, chairman, 
and Dr. Charles Glen King of the 
University of Pittsburgh, who first 
isolated Vitamin C in 1932, as sci- 
entific director. Trustees include a 
group of prominent men in the in- 


dustry, educators and federal offi- 
| 


cials. 
Three-Point Program 


Urging utmost speed in attacking 
the problems of adequate nutrition 
for the nation, Paul V. McNutt, 
Federal Security Administrator, 
suggested a_ three-point program 
for food advertisers, through their 
new Foundation. 

“You can add to the body of 
well-qualified nutritional research,” 
Mr. McNutt said. “You can forge 
and mold raw research, from all 
sources, into such form that it will 
be of practical use to every unit 
of the food industry—from the 

(Continued on Page 34) 
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|ported at that time that orders 
| would be accepted beginning Sept. 
| 29. Orders were not forthcoming, 
| however, and no business has ac- 


Breckenridge Unit Sears Executive Lambastes 


Joins Ranks of ‘Ex’ “Flag- Waving Advertising 


Newspaper Groups 


Picture Page Plan Folds. . 
Up; Only One Week- 
day Unit Left 


Chicago, March 12.—The long- 
anticipated demise of Newspaper 
Advertising, Inc., group selling pian 
organized last summer by Wilder 
Breckenridge, former sales mana- 
ger of the ANPA Bureau of Adver- 
tising, took place officially here last 
night when Mr. Breckenridge, who 
was in Chicago, dispatched night 
letters to all who might be con- 
cerned, reading: 

“Due to economic conditions cre- 
ated by the war, activities of News- 
paper Advertising, Inc., have been 
suspended for the duration.” 

Mr. Breckenridge announced for- 
mation of the group last August Ps 
with a list of 13 prominent news- THE RAILROADS ARE THE FIRST LINE OF DEFENSE 


papers in leading cities, and re- “KEEP EM ROLLING’ 


Union Pacific Railroad emphasizes the 
defense role of the — in this 
my ; : ache 
tually been placed through the poiment gh Sienna iis Gann its 
group. Ironically enough, official | ‘strategic middle route, and as posters 
announcement of the suspension of | which were widely distributed. The 
the project came after the first) Caples Company, Omaha, is the agency. 
order had been received, although (Stary on Page 33.) 
before it had been run. 
It is reported thai the order was . 
from Kellogg, and was to have Keep Copy Running 
started later this month, but that 


it could not be handled by mem- 
Pr ff . 7 
bers of the group because it called | A 
for 600 lines, and no companion 600- in a in merica, 
liner was available to run along 
Francisco Urges 


~RAILROADER'S PART 


‘aa 
“Yen tan meet 88 wife 2= 


mis is my uniform ° 


with it. Had it run alone, member 
newspapers would have been re- 
quired to devote approximately 
three-quarters of the page on New York, March 10.—Urging 
which it appeared to pictures, since “enlistment in the psychological 
Newspaper Advertising, Inc., was war,” Don Francisco today called 
organized to sell advertising oo Sone upon export advertisers to maintain 
cial picture pages, wr cycles of 13 fully their advertising schedules in 
to 52 insertions, with frequency dis- Latin America as insurance of their 
counts. ‘own business futures, and as 
Many Suspend guarantee to freedom of press and 
radio throughout the hemisphere. 
Demise or suspension of the Mr. Francisco, director of the 
group follows the recent disintegra- | radio division of the Office of Inter- 
tion of the frequency discount plan | American Affairs and former presi- 
of Illinois and Iowa publishers, and | dent of Lord & Thomas, told a joint 
(Continued on Page 34) (Continued on Page 30) 


Last Minute News Flashes 
Dr. I. O. Show to Push Vitamins Plus 


Chicago, March 13.—Although definite arrangements have not been 
completed, when the Dr. I. Q. network show is taken over by Vick 
Chemical Company with the April 6 broadcast, the product promoted 
will probably be Vitamins Plus, made by a Vick subsidiary. The show 
will be changed from its present spot to 9:30 to 10 p. m. EWT and will 
be heard over 61 NBC-Red stations. Grant Advertising, Inc., will con- 
tinue to produce and place the show through its Chicago office; Vick spot 
broadcasting will remain with Morse International. 


OFF Radio Director Outlines Broadcast Plans 

New York, March 13.—William B. Lewis, radio director of the Office 
of Facts and Figures, outlined preliminary plans for making his depart- 
ment a clearing house for defense promotional appeals on commercial 
broadcasts in a closed meeting with 39 agency radio executives at the 
offices of the Advertising Council yesterday. Details of a broad plan to 
avoid needless repetition will be released following a meeting with ad- 
vertisers next week. 


Runs Conservation Copy in Latin America 

New York, March 13.—United States Rubber Export Company today 
released institutional copy to 19 Latin American newspapers, featuring a 
rubber conservation theme similar to that running in this country. The 
campaign, directed by Export Advertising Agency, is scheduled to con- 
tinue all through the year. 


Samuel E. Gill Named Lord & Thomas Research Head 

New York, March 13.—Samuel E. Gill, formerly director of research 
of Crossley, Inc., has joined Lord & Thomas, New York, as director of 
research. 


Calls for More War 
Effort and Less Selfish 


Promotion 


Chicago, March 12.—A scathing 
denunciation of institutional adver- 
tising of the flag-waving variety, 
and a call to advertising to devote 
| itself more wholeheartedly to win- 
| ning the war, was voiced by Arthur 
Price, mail order sales manager of 
Sears, Roebuck & Co., before the 
Chicago Federated Advertising Club 
today. It was the most outspoken 
|challenge to some of the current 
thinking in advertising yet ex- 
pressed by an executive of major 
importance, 

Mr. Price demanded that adver- 
tising be published for the specific 
purpose of helping to promote the 
war effort by aiding consumers in 
| their use of substitute or alternate 
| products, and in maintaining those 
| they now have. Tying the war to 
products which have only a remote 
relationship to it is nauseating, he 
| declared. 

“The outstanding contribution of 
,our profession,” said Mr. Price, in 
tossing his first bombshell, “seems 
to be an almost uniform type of 
so-called ‘institutional’ advertise- 
ment. Almost as a pattern it fea- 
tures glamorous, colorful schoolboy 
|pictures of zooming American 
bombers winning the war, thanks to 
Zilch’s bolts and nuts. Every fat, 
overloaded war factory seems to be 
oozing glory and confidence, not so 
modestly reserving a great reward 
for its share in our unquestioned 
victory 


Seorns Current Advertising 


“The money for this advertising 
is frankly recommended as_ better 
spent in ‘institutional’ advertising 
than surrendered to the government 
as excess profits. I have heard this 
naive advice on the part of adver- 
tisers, publications and even spokes- 
men of the advertising profession.” 

Without naming names, Mr. Price 
pointed scornfully to current adver- 
tising of vacuum cleaners, razor 
blades, cigarets and life insurance 
as having a spurious connection 
with the war effort, and even added 
condemnation of recent United 
States Rubber advertising urging 
continued use of tires because pas- 
senger cars may now be called war 
cars. In commenting on Chester- 
field cigaret advertising featuring 
large tax payments by the manu- 
facturers, he asked significantly, 
“Who pays the two million dollars 
taxes a week?” 

“A life insurance company,” he 
continued, “features, ‘He paid his 
premiums but he bought a machine 
gun, too.’ Isn’t it a far-fetched 
appeal to sell life insurance because 
the company will take your money, 
and, after deducting their profits, of 
course, invest their surplus in gov- 
ernment bonds? If you feel like 
buying a machine gun for the gov- 
ernment, you can help directly by 
buying a defense bond ” 

Mr. Price attacked stores which 
are using scare copy and urging 
consumers to buy now because of 
present or prospective scarcities. He 
referred specifically to New York 
department stores as having been 
guilty of this practice. He asserted 
that buying stampedes and hoard- 
ing, with prices kited through the 
roof, have resulted from this type 
of promotion. 

Quoting from news stories pub- 
lished in ApVERTISING AGE in which 
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a prospect for increased retail sales 
volume was held out to advertisers 
and media, Mr. Price declared that 
all retail sales must drop as mer- 
chandise disappears from the coun- 
ters. Advertising linage must drop 
with it, despite such _ ill-advised 
campaigning, he added. 

He likewise took issue with sug- 
gestions that the government adver- 
tise to sell war bonds and for other 
purposes, asserting that it is unpa- 


triotic to promote the war effort 
like a commercial publicity cam- 
paign. 


“Why can’t advertising help sell 
the need for victory to this apathetic 
country of ours,” he demanded, 
“without asking the government for 
subsidies? Let's sell the war to the 
hillbillies that haven’t read about it 
and don’t know what or why we 
are fighting.” 

Must Drain Off Incomes 

After taking several slaps at pub- 
lishers who he declared are printing 
millions of newspapers and maga- 
zines to becloud, befuddle and 
confuse the average person, Mr. 


Price analyzed the economic picture, | 
with a probable income of 100 bil-| 


lions for 1942 against available 


merchandise for customers amount- | 


ing to 60 billions. 


“Already out,” he reminded his| 


audience, “are automobiles, tires, 


mechanical refrigerators, vacuum 
cleaners, washing machines, dicta- 
phones, air conditioners, guns, type- 
writers, radios, golf balls, electric 
sewing machines, building mate- 
rials, except for defense housing, all 
virgin wool materials and hundreds 
of other items. Taxes will sop up 
only 22 billions of the difference in 
national income. That will leave 
at least 17 billions rattling around 
with no place to go, that is, unless 
it is drained off into government 
bonds.” 


Suggests a Program 


All this spells inflation, he said, 
unless merchandising and advertis- 
ing methods are adjusted to the job 
to be done. He offered these spe- 
cific suggestions as an advertising 
“victory” program: 

Sell victory—nothing is more im- 
portant. 


Tell your customers what they 
can buy, and what they cannot. 
And why. 

Sell substitutes, 


/army’s 


or what they have last longer. Sell 
service, repairs, replacement, main- 
tenance. Full priorities for these 
are granted in almost every indus- 
try. 

Suggest new and added uses for 
products to promote economy. 

Redesign without gadgets and 
frills, with less materials and man- 
power. 

Forget you are salesmen today, 
and go into reverse. Be of service; 
service of supply, service of main- 
tenance, service of information. 

Sell labor that the closed shop | 
and overtime are not in the fighting 
lexicon and are not the 
issues at stake today. Sell manage- | 
ment that profits are not important | 
now. 

Sell the idea of putting money to| 
work in government bonds instead | 
of into more goods that will bring | 
about less war production, higher | 
prices and hasten ruinous inflation. | 


Commends Some Advertising 


better, as good or less quality. And policy of a famous slide fastener | 


tell which and why. 

Stop scaring people into buying 
anything. Stop trying to make peo- 
ple ‘buy 


rise,’ or ‘get it while you still can.’ | mark, 


| 


company which is putting out a} 
substitute product made of a non- | 
ferrous metal plating, to be marked | 


now,’ or ‘beat the price|‘V’, instead of by the usual trade- | 


He said he couldn’t under-| 


Tell people how to buy less and} stand why the company is warning | 
better quality of whatever they buy.| its distributors that the name of the | 


Tell them to make what they buy | maker 


be mentioned. | 


must not 


ONE OF A 


SERIES PRESENTING 


THE MEN WHO MAKE 


SONOVOX SERVICE. 


Four years, 
University of California 


Since 1919, 
Commercial radio operator 
Two vears, } 
High voltage X-ray engineer- 
ing 
Since 1928, 
Motion picture work 


Now doing Sonovox consulta- 
tion and development work in 
connection with important radio 
and defense projects. 


Introducing GILBERT WRIGHT— 


inventor of Sonovox! 


How true it is that man’s Fate hangs but 
by a hair! Shaving under his chin, one 
day, Gilbert Wright discovered the basic 
acoustic principle that led to his inven- 


tion of Sonovox. Thus literally “by the 


beard of his 


father of talking and singing sound— 


certainly one of the most astounding 


hin”. Gj 
chin”, Gil 


became the ovox 


demanding 


developments in the radio world. 


Yes! 


“Astounding?” 


America come indications of such audi- 


ence-reaction as you have never heard 


before. 


CHICAGO: : 80 \. Michreaw 


Framklon G474 Plaza $-4151 


From all 


Distributors of Sonovox-adver- 


(\) CHICAGO . 
YI . 


NEW YORK: 0) > Part Ave 


announcements, 


to know what 


tised products are writing in to their 
home offices reporting vastly-increased 
sales, and begging for information about 
Sonovox. Dealers are putting receiving 


sets into their stores, to hear the Son- 


Consumers are 


this new 


radio-technique is all about! 


Yes, Gilbert Wright and his beard have 


over certainly 


SAN FRANCISCO: 


Sutter 4454 


Sutter 


started something! If 


HOLLYWOOD: 5 6)2.\. Gordon 
Gladstone 4949 


you 


want to know all the facts. write to the 
nearest Free & Peters office, shown be- 


low. An audition will gladly be arranged. 


WRIGHT-SONOVOX, INC. 


NEW YORK... . HOLLYWOOD 
FREE & PETERS, INC., Exclusive National Representatives 


ATLANTA: (22 Palmer Bidg 
Main $667 


Changes in products, he insisted, 
should be told frankly, honestly and 
helpfully. 

Mr. Price found many examples 
of advertisers who are using copy 
which performs a useful service in 
helping consumers to bridge the gap 
with new or substitute materials. 
Among those whose current adver- 
tising he praised are Westinghouse, 


American Viscose Corporation, 
Owens - Illinois Glass, Monsanto 
Chemical, Marshall Field & Co., 


Commonwealth Edison Company, 
Bond’s Clothes, Hart, Schaffner & 
Marx and the H. J. Heinz Company. 

Incidentally, he urged that restyl- 
ing of merchandise be stopped, and 
that fashions be frozen for the 
duration, to bring about fewer 
styles, fewer colors, fewer sizes and 
standardized materials. He insisted 
that women would be glad to co- 
operate. 


Continue Copy, 


alternates, of| Mr. Price commented on the Taylor Urges 


Industrial Admen 

Chicago, March 13.— Industrial 
advertising has a wartime job to 
do, Wayne C. Taylor, Under Secre- 
tary of Commerce, told the Midwest 
conference of the National Indus- 
trial Advertisers Association at the 
Hotel Sherman today. 

“Use advertising to broadcast 
useful information to industry,” he 
urged the industrial group. “Pass 


| along this kind of information even 


if it means surrendering tempor- 
arily a competitive advantage. 
Make your advertising a service of 


'information rather than merely to 


sell. By so doing you will make 
friends who will be valuable to you 


|}after the war.” 


The conference, participated in 
by members of Midwest chapters of 
the NIAA, attracted an attendance 
of over 500. 


Cartoons for Triscuit 

National Biscuit Company has 
launched its first national campaign 
for Triscuit, a new whole wheat 
salted wafer, with a cartoon series 
by Peter Arno, appearing in Life. 
Point-of-sale tie-ins, also featuring 
the cartoons, are being used. 


ee 


EXECS CONFER 


Henry Turnbull (left), formerly account 
executive with Maxon and before that 


with Blackett-Sample-Hummert, confers 
with his new boss, Duane Jones. Mr. 
Jones recently formed the agency bear- 
ing his name, and Mr. Turnbull, first 
executive on his staff, will handle the 
B. T. Babbitt Co. account. The new 
agency will specialize in packaged prod- 
ucts, with headquarters at 570 Lexington 
avenue, New York. 


‘Collier's’ Raises 
Subscription Rate 
Effective May 9 


New York, March 12.—Collier’s 
joins Liberty and The Saturday 
Evening Post in the ten-cent ranks, 
effective with the May 9 issue, the 
Crowell-Collier Publishing Com- 
pany announced today. 

The 54-year-old weekly will drop 
the nickel price tag for the second 
time in history. During World War 
I Collier’s sold at 10 cents for sev- 
eral months. The yearly subscrip- 
tion rate will advance from two to 
three dollars. 


Established in 1888 


Established April 28, 1888, as 
Once-a-Week, the five-cent weekly 
changed its name to Collier’s on 
Sept. 19, 1895. Ten years later, on 
Jan. 7, 1905, it became known by 
its present designation of Collier’s, 
The National Weekly. Price has 
remained at five cents throughout, 


|}except for the "18-'19 war period. 


| _FNBCN 
| BASIC RED 


EFFECTIVE MARCH 1, 1942, 


WILDER, Pres. 


A Great Idea for All Concerned... 


© The WSYR “Perfect Combination” of 5000 W. at 570 
K. C. assures all Red Network advertisers of effective 
coverage of a market of $1,468,519,000 in 24 counties 

of Central 
75,000 farm families or 48% of all 
those in the state. 


@ WSYR listeners will be treated to 
the superior programming of the Red 
Network. That's why we coll it a 
“Good Deal” all the way ‘round. 


New York — including 


REPRESENTED BY RAYMER 
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ADVERTISING AGE 


& Today’s war-time restrictions have im- 
posed on this hapless householder a new set 
of values —- foremost of which is the urgency 
of conserving every vital material in order 
that it may be put to its most efficient usage. 

Purchasers of advertising space, too, must 
reappraise existing markets and media 
through the lenses of restricted budgets and 
appropriations. They, too, are faced with the 
necessity of making every advertising dollar 


spent today achieve peak efficiency by elimi- 


nating wasteful coverage of margin markets. 


Pp. &. With Aviation linage up 39°7, 1941 over 


1940, Newsweek today ranks 2nd among all general 


magazines in this most important classification. 


And in the lignt of this reappraisal, NEWS- 
WEEK has emerged as America’s number 1 
war-time buy. 

Here is a better than $2,000,000,000-a-year- 
income market of substantial, influential 
American families. 93°;, are in business, ex- 
ecutive, government, and professional groups 

the leaders in their communities. Their 
reading habits alone offer weighty substanti- 
ation to their consuming interest in the world 
around them. 


Advertisers know, too, that NEWSWEEK’s 


audience has the intelligence to appreciate 
the efforts of those engaged in all-out war 
production. Another reason why NEWSWEEK’s 
ad revenue curve continues upward for 1942 
... for the fourth consecutive year. 

Alfred P. Sloan, Jr.’s recent statement, ‘‘I 
am a consistent and persistent reader,”’ char- 
acterizes the high regard in which America’s 
business leaders hold NEWSWEEK. 

Obviously, it takes just a little simple addi- 
tion to discover why NEWSWEEK today is 


earning recognition as 


ADVERTISING’S NO. 1 WAR-TIME BUY 
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Gets Soap Account 
Hubbell Advertising 
Cleveland, has been appointed by 
Murphy-Phoenix Company, Cleve- 


scenes, Printing Industry 


| 
land, to direct advertising for Mur-| Urged to Name Own | 


phy’s oil soap. The company’s regu- 
lar sales force has been augmented 


Sp Bn sacMbens + “oa . age 
by theates ngaton of Ae Priorities Group 


towoc, Wis., maker of Mirro alumi- 
num, a business now completely 
converted to war production. 


Interested in the 
Northwest? 


Free Information On 

1. Present and prospective business 
conditions. 

2. Market Research Analysis 

3. Resident Research Investigators for 
your own staff 

4. Retail Store Merchandising. 

Controlled Sampling 

How to reach the housewife thru 


CONSUMER CLINICS.” 


own 


Write to The 


Northwest Marketing Service 


15 N. 8th St. 
Minneapolis, Minnesota 


\the board, Cecil & Presbrey, Inc. 


-| activities of the printing and pub- 


May Avert Need for 
Restrictive Orders, 
Hogerton Says 


New York, March 10.—Warning 
that business casualties are as in- 
evitable as casualties on the battle- 
field, Sydney Hogerton, district 
manager of the priorities field serv- 
ice of the WPB, today urged New 


lishing crafts with a view of class- 
ing them in three categories (1) 
those activities essential to winning 
the war, (2) those which contribute 
only a small part to the war effort, 
and (3) those which contribute 
nothing at all. He further suggested 


|restricting the demands for “criti- 


cal” materials largely to those 
branches of printing and publishing 
in the first classification, those 
“essential to winning the war.” 
Lists Priority Materials 


Distributing a list of 30 “priority” 
materials used in printing and pub- 
lishing, Mr. Hogerton pointed out 
that organized conservation was im- 
portant because of the _ essential 
function the industry plays in dis- 
semination of information, and be- 
cause it requires a greater variety 


York’s printing and publishing in- |of materials necessary for war pur- 


cated to war purposes to whatever 
extent may be necessary, regardless 


of how little is left for other pur- | 


poses, and how badly industry may 
be dislocated as a result,” he con- 
tinued. 


| “It may well be that some of your | 


| businesses may be deprived of ma- 
| terials to the extent that they can 


no longer operate, but I do not be- | 
want this fact to| 


lieve you will 
'control or influence your line of 
action. You cannot fight a war 
without incurring casualties, and 
they cannot be limited to the battle- 
\field. We are going to have them 
in our business life regardless of 
what we do. It is merely a ques- 
tion of degree. Please do not 
think for a moment, however, that 
there is not a full realization of the 
| vital importance of the freedom of 


dustry to organize an_ informal 
priorities committee to determine | 
the degree of importance to the war) 
effort of its various branches. 

Mr. Hogerton advocated ‘‘volun- 
tary action to avert the need for} 
restrictive orders” before a priori- 
ties round table of the Commerce 
and Industry Association conducted 
by Charles Presbrey, chairman of 

The WPB official suggested that 
such a committee consider the 


poses than most. 

Among the materials used in 
printing and publishing affected by 
priorities are alcohol in solvents, 
lead and zinc in type metal, nickel, 


some of your activities.” 


Asks Scrap Sales 


The WPB official urged vigorous 
conservation activity in ferreting 
copper, and chrome in plates, ma-|oyt all scrap materials in printing 
chinery, rules, and dies. Others|anq publishing plants, specifically 
include rubber rollers in letterpress, ‘old plates, mutilated type, machin- 
offset, and rotogravure; oils and fats | ery, and rubber and cork rolls. 
in inks; cobalt in ink; burlap, wool,| Pe expressed the opinion that 
wire, agave fibers, and manila cord-| ome plant operators were reluctant 
age in binding and wrapping, and | to turn materials over to junk deal- 
pulp and chlorine for paper. -ers for fear that they would be held 

“These materials must be for a price rise. OPA price ceilings 


allo- 


OVS 


In 1941 

Parents’ Magazine 
carried 

more pages of 
Drug and 
Medical 
Advertising 

than any other 


magazine 


10—W. H. Companion 43.57 


1—PARENTS' ....72.08 pgs 


pgs 


In Jan. and Feb... 19 
monthly magazines in 
vertising ... and is 41. 


Source: 
Publishers’ Information Bureau 


. * 


NEW YORK @ CHICAGO @ BOSTON ¢ ATLANTA @ SAN FRANCISCO 


MEDICAL 
ADVERTISING — 


record for the corresponding months. 


and monthly junk dealer reports to 
| WPB on receipts, sales, and inven- 

,|tory prevent such speculation, he 
| affirmed. 


Plan Chimes with WPB 


DRUG AND 


Queried by ADVERTISING AGE, Mr. 
Hogerton indicated that his proposal 


was fully in accord with the poli- 
cies of the printing and publishing 
| division of the WPB. He further 
| suggested that voluntary applica- 
tion of “priorities” by advertisers 
and advertising agencies in classify- 
ing their purchases into “essential, 
partially essential, and non-essen- 
tial” brackets would _ simplify 
greatly the task of allocating mate- 
rials. He explained that an engraver 
jor an electrotyper could hardly 
| successfully determine the relative 
importance to the war effort of two 
orders before him. 


the press and of the maintenance of | 


for an industry priorities committee | 


TORONTO CONFAB 


Thomas Walsh (left), president of Walsh 

Advertising Company, Toronto, discusses 

plans for the new Province of Ontario 

radio series with Edgar Kobak, executive 

vice-president of the Blue Network, and 

Premier Mitchell Hepburn of Ontario, 
at a recent reception in Toronto. 


Vimms' Campaign 
Outlined Before 
Newspaper Men 


New York, March’ 10.—Lever 
Brothers Company last week invited 
representatives of 26 newspapers in 
metropolitan New York to a “three- 
way” client-agency-media confer- 
ence to introduce the promotion of 
Vimms to the territory. 

Robert Webb-Peploe of Lever 
Brothers gave the newspaper men 
an outline of the development of the 
vitamin market, while Ben Duffy, 
research director; Fred Manchee, 
vice - president; and Porter Bibb, 
account executive, all with Batten, 
Barton, Durstine & Osborn, sketched 
details of the campaign. 

The campaign, breaking 
rently, will use newspapers, 
radio, outdoor, and car cards. 


cur- 
spot 


Three Name Duane Lyon 


S. Duane Lyon, New York, has 
been named to direct advertising 
for the Adelphia Academy, Brook- 
lyn Friends School, and Berkeley 
| Institute, Brooklyn, N. Y. 


12, Parents’ Magazine led all 
pages of drug and medical ad- 
6°) ahead of its own last year’s 


DAILY 100,225 


Place your advertising program in The Miami Herald and 
you will open the door to one of America’s foremost mar- 
kets to your product... Not only the door of the Miami City 
Zone territory, where The Herald covers more than 60,000 


2—True Story 69.87 pgs ee ae oe aa of the 67,000 resident families, but also that of the vast 
. Advertisers of drug and medical products Know that lami- . : : 
3—Life 68.75 pgs lies with children are their best customers. Parents’ Maga- eplcuiuecl soplen sunounting &. 
4—G. H beant ' zine is the only magazine which enables them to reach an Average Net Paid CITY ZONE Circulation, 6 Months, 
Ee oe OP audience made up exclusively of families with children Ending Sept. 30, 1941 
5—S. E. Post.. 59.91 pgs a big adult market combined with a big child market. DAILY 60,321 SUNDAY 60,405 
; Result: In 1941, drug and medical advertisers placed more Average Net Paid CITY ZONE Circulation, 6 Months, 
6—Liberty 57.53 pgs pages of advertising in Parents’ Magazine than in any Ending March 31, 1941 
7—McCall other magazine. And now in war-time, these families with DAILY 75,476 SUNDAY 74,788 
— ew © 51.28 pgs children are going to be more attentive than ever before Average Net Paid TOTAL Circulation, 6 Months 
8—Cosmopolitan 50.72 pgs to advertising which tells how to keep children healthy Ending Sept. 30, 1941 : ‘ 
and strong. DAILY 79,827 SUNDAY 85,139 
9—L. H. Journal 44.39 pgs LAST MINUTE PROGRESS REPORT: Average Net Paid TOTAL Circulation, 6 Months, 


Ending March 31, 1941 


SUNDAY 106,956 


Neither Prizes nor Premiums are 


used by The Herald to attain 
circulation 


USE A PROVEN MEDIUM IN A PROVEN MARKET 


Greater Miami — 


Che Miami Herald 


STORY, BROOKS G&G FINLEY—National Representatives 
“A National Market” 
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—— 
Oe eee 


“Make no little plans... 


They have no magic to stir men’s blood, and probably 


themselves will not be realized. Make big plans...” 


Thus the great Daniel Burnham, dreamer, designer, doer... 
who fifty years ago foresaw in a young city of mud streets, stockyards 
and railroads, the Chicago of today... How Dan Burnham would 
have thrilled to the new Chicago Sun...a big plan, sprung from an 
idea to an institution in sixty days, as adequately implemented as if 
it had existed sixty years! ... A newspaper founded on the firm 
principle that a democratic press is the deserved right of an intelligent 
people ... produced in pride and competence .. . affording a new 
avenue of objective and unbiased information as vital and essential 
to Chicago as the magnificent boulevards Burnham believed would 
come... Welcomed with warmth and accepted with eagerness by the 
whole city ... functioning fully in its proper sphere from its initial 
issue, stamped with success from its first front page ...a newspaper 
big enough, and good enough, for the second city of the nation... 

“Make no little plans”... and make Chicago and The Sun 
part of the plans you make...to your 


present profit, and future prosperity... 


THE BRANHAM COMPANY 


National Advertising Representatives 


THE CHICAGO SUN 
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WPB “Drafts” Reed 


Dr. Vergil D. Reed, assistant 
director of the Census Bureau, has 
been “drafted” for war duty and 
will begin March 18 as chief of the 
industrial branch, statistics division, 
War Production Board. Dr. Reed is 
being transferred with his consent, 
under terms of the recent executive 
order providing for the shifting of 
federal employes to war jobs. It 
is expected that his post will not 
be filled and that he will return to| 
the Census Bureau after the war. | 


Returns to L & T 


Jack Johnstone has returned to 


One Government 
Brand, Minus All 
Promotion, Urged 


Colston Warne Wants 
Advertising Cut Out 
for the Duration 


Washington, D. C., March 10.—Es- 


Where—When—How Much | Dr. Colston E. Warne, Amherst Col- 


war taxes and war economics called 
by the People’s Lobby. His re- 
marks, along with those of one 
other speaker, were broadcast by 
the National Broadcasting Company. 
Dr. Warne’s connection with CU 
/was not mentioned over the air. 
Today’s biggest consumer prob- 
lem, he said, is how an adequate 
minimum of essential civilian sup- 
|plies can be maintained as half of 
the nation’s factories are converted 
'to war work. “The deficiencies we 
|are feeling today in a few lines are 
|/but a beginning. Retail stores, 
|crowded with a profusion of com- 
| modities, will soon be a thing of the 


“In recent weeks plans have been 


field. Call it the ‘Victory’ brand 
|or model, if you will. Thus, in the 
\field of clothing, furniture and 
|sheets, the bulk of the production 
| would be concentrated on items pro- 
'duced according to standard mini- 
/mum specifications so as to be of 
a highly durable character. 

| “Style would be acceptable, but 
| would be subordinated to the cen- 
|tral idea of serviceability. Prices 
‘on the ‘Victory’ model would be 
set from the raw materials through 
tc the ultimate consumer. Every 
producer in the field would be com- 


tion to the production of this de- 


possible with a minimum of labor | 


pelled to give the bulk of his atten- | 


WINS AWARD 


president, Advertising Club of Denver. 
The award is one of a group given by 


‘lege professor and president of Con-| formulated which will, I think, help | @"¢ material cost. For those who| ¢he Dartnell Corp., every year for out- 
Your Competitors Advertised | sumers Union. to solve this problem. Briefly, the | possess higher incomes, other types | standing samples of business letter 
’ arne s ; such ‘o- | idea is is: ; ’ rj |of producti might still be allowed craftsmanship. 
BRAD-VERN’'S REPORTS Dr. Warne suggested such a pro-|idea is this: let us develop during | 0f production might s ) a p 


the copy department of Lord & ae enti: pre aterials ¢ 3 : 
Semen Sr. York. after a two-|tablishment of a basic government past. Essential slr materials and sign. Forgotten would be the ex- | ® 
rear holid: 7 ? ; brand of goods in each essential labor are simply not going to be al-| tra gadgets, the advertising and the 
wr ie eee. eee ee ee “| located to civilian use when imper- | cales differentiation 
field, with advertising “forgotten” |. tively ad tae ton wae oliert Sales . : _ | Charles B. Roth (left), Denver sales 
‘and distribution costs cut “to the | AVGLy NESUSG FOF Ue Wal Cust. “Our whole effort would be again counselor, receives the Dartnell gold 
BUSINESS PAPER ADVERTISERS || barest minimum,” is advocated by Would Simplify Everything to give consumers as many units as| medal award from Harold E. Benson, . 


J P gram in a brief address here last|the war period a basic government /|on a limited basis. But on the gov- 
135-21 Union Tnpk., Flushing, N.Y. 


Saturday before a conference on|brand of goods in each essential |ernment would fall the responsibil- | ity for seeing that the simple neces- 
sities were brought to a simplified 
mass production basis and that the 
Cistribution costs involved be cut 
to the barest minimum.” 

| Just as Prof. Warne was admit- 
| ting that “this idea may today sound 
fantastic to some” but “will not 
sound fantastic tomorrow,’ he was 
cut off the air—not because of his 
|anti-advertising sentiments but be- 
cause the quarter-hour time allotted 
had expired. The non-broadcast 
portion consisted only of his final 
sentence, reading: “In coming 
months when taxation eats one- 
third or one-half of our incomes, 
when the shops are denuded, we 
will come to appreciate that the real 
sacrifices in the war time will be 
minimized only if the government 
has planned sufficiently ahead to use 
our limited remaining manpower 
to set aside business-as-usual prac- 


They visited with Churchill at 10 Downing Street. 
They looked into Hitler’s gaudy chancellery. They 
were in the East End when the Stukas came over, 
and along the Wilhelmstrasse when the R. A. F. 


roared back in reprisal. 


Yes, Clevelanders who went to Public Music Hall on 
that recent memorable evening heard a vivid descrip- 
tion of wartime London and Berlin as WGAR pre- 
sented Edward R. Murrow and William L. Shirer, 


radio’s famed foreign reporters, speaking jointly 


BASIC STATION...COLUMBIA 


BROADCASTING 
ie G. A. Richards, President...John F. Patt, Vice President and General Manager 


for the first time from the 


““‘Take us to London and Berlin” 


same lecture platform. 


WGAR sponsored this event for the benefit of the 


local Civilian Defense Fund. Citizens supported it 


generously and enthusiastically. For, like Americans 


everywhere, Clevelanders 


than ever before on their radio 


are depending more 


stations to tell 


them when, where and how they can do their part. 


SYSTEM 


Edward Petry & Company, Inc. 
National Representative 


} 
| 
| 
| 


| tices.” 


Earlier in his address, Dr. Warne 


| |nad advocated government opera- 
jtion of war factories. 


He cited a 
British Labor Party demand for 
public ownership of such govern- 
ment-controlled industries as coal 
and transportation, and said: “In 
America, it is becoming increasingly 
evident that the coordination of in- 
dustrial enterprise must be under- 
taken through government control 
or operation.” He pointed to TVA, 
Bonneville and Grand Coulee as ex- 
amples of successful public owner- 
ship. 

Dr. Warne also referred sarcas- 
tically to Miami’s advertising for 
vacationists. In expressing amaze- 
ment at “our complacency,” he 
said: “Our daily papers feature 
society gathering for the South 
Carolina steeplechase while Miami 
announces a 1942 budget of more 
than a quarter-million dollars to 
advertise its sunshine.” 


NEW HAVEN 


is Fst! 


The first precision press develop! : 
the tremendous pressure of 5,000.00 
Ibs. in the ram to bring about , 
cold flow of steel, was invented 

a New Havener, Dr. Charles H. H 
land-Shearman. Through Dr. Hi 
land-Shearman’s invention, arm UT 
plate and airplane parts are now |'°- 
ing made “somewhere in Engla 
where he was a member of the R: 
Society of Great Britain and a 
sulting Engineer of the British i 
miralty. 


Che New Haven Register 


FIRST in Connecticut in Circulat\o® 
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The Blue is Building— Complete streamlining of the Blue Net work operation Blue representative in his normal place. From this purely momentary con- 
extends even to office reconstruction these days. Picture above explains fusion, however, will emerge new, conveniently grouped offices for the Blue 
why you may currently be having some slight difficulty in locating your staff which will result in even better service for advertisers and agencies. 


Live Wire Blue Operator inspects new wiring for electric clock. No clock- Open Door Policy continues on the Blue despite alterations. We're always 


; watchers, Blue salesmen are concerned with selling time, not telling it. interested in new ideas, new programs, and new business. 

‘ They have a convincing story for economy-minded advertisers (as who Already the Blue is setting the pace for °42 with five oa 
isn’t these days) of how the Blue lowers your cost of distribution by bright new shows on the air. Remember, even in these 
giving more listeners per dollar. “reconstruction days” it's easy to do business with the Blue. 

n 

—_— 


BLUE NETWORK COMPANY, INC. «© A RADIO CORPORATION OF AMERICA SERVICE 
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Pullman Company 
fo Maintain Ad 
Program in Full 


Expects ‘Substantial 
Civilian Travel" in Spite 
of War 


Cincinnati, March 11.—Although 
the program is flexible and may be 
revised or 
imperative, the Pullman Company 
hopes to continue its advertising 
campaign through the remainder of 


public relations, told the Hotel Sales | 
Managers Association in convention | 
here this week. 

The company plans to maintain | 
its regular schedule in national and 
business magazines, its poster, book- | 
let and leaflet program, its partici- | 


even discontinued if) 


pation in travel shows, and the | 


|/merchandising of its advertising| 


ure travel. 


will be continued, Mr. Kelly said, | 
in Business Week, Collier’s, Life, | 
Saturday | 


Newsweek, Time, The 
Evening Post, United States News, 
and several other publications. Its 
plans for these media and other 


activities, he added, are “not only | 


to stimulate and promote the use 


| and service through a new sound-|of our service by the public during 


| slide film now in production. Pull-| 
man’s part in current defense work, | 
by providing needed rest for hard- | 


working people when they travel 
by train, will be emphasized, in 
place of the luxurious travel theme 
used last year. 

The company has developed its 
current advertising program on the 


assumption that there will still be | 


the war period, but also to do the 
important job of keeping the public 
Pullman-minded, so that after vic- 
tory is attained they will not only 
continue to be our customers but 
also our friends.” 

A warning that public travel may 
suffer, however, was sounded by 
the Pullman executive, who _ re- 
marked that with supplies of new 


of 
the 


certain forms 
service, 


imposed upon 
scheduled passenger 


nation’s travel economy has entered | 
“The trend | 


a period of transition. 
is clearly toward restriction of 
civilian travel that is not necessary 
to the prosecution of the war,” Mr. 


Kelly said, “and while normal rail- | 
road and Pullman service has thus | 


far been well maintained there is 


no assurance that partial curtail- | 


ments will not become necessary 
from time to time in order to clear 
the tracks for troop trains or 
emergency freight traffic.” 


In War Production 


Pullman’s manufacturing division 
currently is devoting 95 per cent of 
its facilities and production capacity 


FOR the third successive period, the bakers 
of Enriched Tip-Top bread have renewed their 


“membership” as a 920 Club participant. While 
this may be impressive as a success story, we 


admit that it is not entirely unique. But what is 


“920 CLUB” 
MANNER 


extraordinary, however, is the magnitude of the 
response which leads the bakers of Enriched 
Tip-Top bread to continue to be a 920 Club 
regular. This low cost station is doing a major 


job for some of America’s leading products who 


consider it a “discovery” in the radio field. 


They are learning what local advertisers have 


long known. . . that WORL has built a definite 


personality that makes people listen. 


| 
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BRANCHING OUT 


TRY IT! THE SENSATIONAL 
enn 


~~ fee N 
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Stuems cate » 
Made by Kalhggs in Battle Creek 


After using preliminary small-space copy, 

Kellogg Co. has scheduled a large-space 

campaign with insertions of 800 and 650- 

line copy in newspapers of New England, 

New York and the Philadelphia area on 

behalf of its Gro-Pup dog food. Ken- 
yon & Eckhardt is the agency. 


‘to war products, including tanks, 
howitzers, trench mortars, shells 
and airplane parts, and soon will 
| start production of ships for the 
| Navy, Mr. Kelly said. Pullman’s 
| carrier division is busily engaged in 
| transporting troops. Beyond these 
activities, he added, the Pullman 
|; Company seeks to continue as fa: 
|as practicable its normal, peace- 
|time activities—the provision of 
sleeping car comfort, service and 
' Safety. 

| Young & Rubicam, Chicago, 
| handles the Pullman Company ac- 
count. 


Discontinues Discount 


The News - Journal Corporation, 
Daytona Beach, Fla., publisher of 
the morning Journal and the eve- 
ning News, will discontinue giving 
quantity discounts on general ad- 
vertising after April 30. The dis- 
count scale went into effect Jan. 1 
1941. 


Dell Limi its Contracts 


Dell Publishing Company, 
York, publisher of Dell Detective 
Group, Dell Fiction Group, Dell 
Special Combination and Dell Super 
Comic Group, has announced that 
orders for these groups will hence- 
forth be accepted for a maximum of 
six months at specified rates. 


Adds Kopal Account 


Technical Laboratories, New 
York, has appointed Cecil & Pres- 
brey, New York, to direct advertis- 
ing for Kopal, tooth cosmetic. 


New 


Little to Magazine 
Monte Little has joined the ad- 


vertising staff of Rockefeller Center 


Magazine, New York. He formerly) 
headed his own advertising agency) 
in Huntington, W. Va. 


1,129, 952 people “i 
ride every day bys on 
street Cars ===), and 
busses2"™=4 in os Angeles. 
Thats more than the 
population of Arizona | 
New Mexico (is and- 
Nevada *” combined / 
When they ride “they 
relax, when they relax 
they read X{axe_ your 
message .....Write for 
details and rates. 
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Focus for 21,900,000 pairs of eyes 


How LIFE mirrors the news of the world 
for millions of Americans is unprecedented 
in publishing. 


Every hour of the day, dispatches from the vast 
network of LIFE’s own photographers and re- 
porters pour in by cable, radio, and Clipper from 
every part of the world. Amateur and profes- 
ional photographers from all over the United 
States send in their proudest work. Picture and 
ews syndicates are constantly on call... supply 
dditional raw material. 
In a week’s time, LIFE’s editors receive from 
1,000 to 100,000 words of dispatches, an average 
! 3,500 new photographs. 
Out of this outstanding volume of news and 
pictures, expert editorial and research staffs 
lect those pictures that reveal the most accu- 
rate, most comprehensive story of what is going 
n in the world. This material is organized .. . 
pictures that “tell stories’’ are chosen. . .and 
the all-important words that “‘illustrate the pic- 


' 7, 
i gens, 


tures”’ are crisply written and carefully edited. 

Then, with speed unique in magazine publish- 
ing, this material is assembled into the easy-to- 
read, easy-to-grasp entity known as LIFE. 


Informational and Inspirational 


Thus LIFE turns the mere words and pic- 
tures of the news into compelling realities 
... it kneads the history of the past, the 
happenings of the present, and the prob- 
abilities of the future into a completely 
understandable whole. 

@ By being informational, LIFE helps its 
readers to see things clearly. 


make intelligent decisions. 

The importance the American people place on 
LIFE is well reflected in its growth. In the six 
years since LIFE was born, an ever-increasing 
number of Americans have tried LIFE and liked 
it. Today over 3,327,000 people buy it each 
week; 21,900,000 people read each issue. 


Tae 2; 


LIFE is the great show place of today for the 
news of how Americans live and the news of 
world-wide events which are shaping American 
lives. LIFE is the show place, too, for advertising 

. advertising to the American people as con- 
sumers .. . advertising directed to the American 


people as citizens. 
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Allied Van Raises 
Budget 35%; Sees 
Year of Changes 


Magazines, Business 
Papers and Direct 
Mail Are Scheduled 


By JOHN CRICHTON 


In the belief | 


Chicago, March 12. 
that 1942 will be a year of much 


moving, Allied Van Lines will step | 


budget 35 
employ 


advertising 
and will 


up its 
cent, 


per 
magazines 


and direct mail to a greater degree | 
14 years of | 


than ever before in its 
existence. 

Allied is virtually 
with the National Furniture Ware- 
housemen’s Association. 
to Allied, each of the 600 agent 
members who compose the far-flung 
transportation network must first 
belong to the NFWA. One may, 


synonymous | 


To belong | 


ALLIED CHECKS 


13 48 


AN More 
oy 
A 


ALLIED MOVE! 


ALLIED 
VAV LINES. 
wore 


In this direct mail piece, 


ITS ASSETS 


Allied Van Lines reprinted an article from Woman's 


Home Companion, then faced it with an advertisement which guaranteed Allied’s 
virtues in answering specific questions raised in the article. The article described 
the good points and necessary qualifications of the mover, and Allied checked 
itself point-by-point with the article. George H. Hartman Company is the agency. 


also plans sales-movers and direct 


| mi ail pieces for the members. 


however, belong to the association | 


and not be a member 
since Allied deals wholly in lone 
hauls, defined as “over 100 miles,” |- 


. ° | 
and some association members work 


only locally. 


To Women, Traffic Heads 


Center of the advertising and 
sales efforts of all the agent mem- 
bers is Allied’s advertising depart- 


ment, headed by Eric Dahl, who 
came to Allied from Southern 
Florida Hotels in the fall of 1941.) 


The department not only 
copy for Allied’s 


prepares 
advertising, but 


The mailing pieces strike along 


of Allied,| two lines, one aimed at the house- 


wife—who usually picks the mover 
and the other at traffic managers, 
who dictate where and by what 


means personnel of their companies 
shall be moved. To reach the wo- 
men, Allied employs a woman's 
magazine and direct mail pieces 
which are circulated by the mem- 
bers. To reach the traffic men, 
business papers are employed. A 
direct mail campaign of six to eight 
pieces is sent to the traffic managers 


| of 6,000 large companies which are 


| to women, 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing Mimeographing 
THE LETTER SHOP, Inc. 


140 8S. Denrborn St. Wabash S655 


considered good prospects. 

In its pieces mailed by members 
Allied makes good use 
of reproductions of its ads, and 
prominent mention is given its Good 
Housekeeping seal. The trucking 
company claims to be the only mov- 
ing line to carry the magazine seal. 
When Woman's Home Companion 
published an article on moving, the 


CTC 


SUPERSTITIOUS 


but... 


Since then its circulation 


it doesn't take a lot of crystal ball gazing to 
tell when MOTOR AGE 


two years ago, 


went LOOT? service 


it was right. 


all service—is bet- 
ter than 50,000, and still going up. Its sub- 


scription renewal rate has jumped to 73.29%, 


—tops for its type of magazine. 


Automotive servicemen today are the automo- 


tive business men 


It’s the 


MOTOR , 
AGE 


natura 


CHILTON 


Chestnut & 56th Streets. Philadelphia. Pa. 


and more than 50,000 of 


them read MOTOR AGE. 


for today. 


© 


PUBLICATION 


company secured permission — to 
reprint the article and used a com- 
pany advertisement to face it with, 
making an effective mailing piece. 
Yecognizing the value of classified 
directory advertising, the company 
takes space in many city telephone 
directories, with a listing of the 
member agents. The large-space 
copy which frequently accompanies 
the classified, is paid for by the 
member agents in each city. 


Many Aids Used 


The planning of copy 
aids for its members is a 
faceted operation. Included are 
booklets on how to move, what to 
do before moving, how to conduct 
oneself in a new city, stickers, mats, 
mailing pieces, a sales aid catalog, 
maps, a house organ, a packet of 
cards to be given to the movee to 
send to his friends and publications, 
and copy tests being run on Allied 
copy. Now in the works is a sales 
film, using sound-slide technique, 
which Allied’s promotion men will 
shortly take on tour, showing the 
why and how of better selling. 

Newest of the sales aids is a series 
of spot announcement 
prepared by the company for its 
members’ use. The spot drive is 
being used now in some cities along 
the Eastern Seaboard. The member 
buys the time. 

That is the system used with the 
sales catalog, Allied under- 
writes the expense of the catalog 
production, and tries to see that an 
even, competent standard of work 
is maintained. The members buy 
the catalog at cost, and may use it 
any way they like. They 
newspapers, outdoor and 
lars in local areas. 

Allied’s list of 
business papers for 1942 includes 
Distribution & Warehousing. Good 
Housekeeping, Life and Traffic 
World. Copy will be of one and 
two-column size. 

To make the fact that the com- 
pany is increasing its budget 
remarkable, 


sales 
many- 


and 


recordings 


too. 


also use 
spectacu- 


magazines and 


more 
the government has not 
yet allotted rubber to the movers, 
although busses are provided for 

a situation comparable to the gov- 


ernment’s alloting steel for passen- 
ger cars of a railroad, and passing 
over the freight cars Nor can it 


be said that the railroads will take 
over van tunctions; 
moving—even 
distance 
door job. 
George H. Hartman 
directs the Allied account. 


KOW Adds Three 


Glenn R 
manager of 


essentially 
though it 
operation—is a 


. Van 
long- 
door-to- 


is a 


Company 


Dolberg has been named 
operations, Charles W 
Reed, formerly with Westco Adver- 
tising Agency, has been named mer- 
chandising and promotion manager, 
and Dorothe S. Leaser, formerly in 


retail advertising, has been named 
women’s coordinator of Station 
KQW, San Francisco 
Prepares War Kit 

The American Transit Associa- 


tion, New York, has prepared a kit 
of wartime advertising material and 
has sent it to all its street railway 
and bus members. The kit contains 
newspaper advertisements and car 
card insertions 


Price Ceilings 
Set for U. S. 
Pork Products 


Washington, D. C., March 10.— 
More than half of the nation’s meat 
supply was placed under temporary 
wholesale price regulation today as 
the Office of Price Administration 
broadened its efforts to stabilize 
food costs for the consumer by set- 
ting 60-day ceilings on 90 per cent 
of America’s pork products, includ- 
ing ham and bacon. Similar action 
was taken by OPA last week on 
certain canned fruits and vege- 
tables. 

Neither farmers nor retailers are 
covered directly by today’s action, 
but both groups will feel its effects. 
Since packers will operate under 
ceilings on dressed hogs or pork 
cuts, the prices which they may pay 
for farmers’ hogs are limited. Since 
pork prices to the retailer are con- 
trolled, OPA will permit only slight 
increases in retail prices to reflect 
changes in replacement costs. 

OPA exempted from the order 
sausages, canned and manufactured 
meats, except canned spiced ham 
and luncheon meat. Fixing ceilings 


on products containing a variety of | 


meats would entail considerable dif- 
ficulty in arriving at a fair pricing 
formula. 

The order takes effect March 23. 
It is expected to be replaced by a 
permanent regulation before its 60- 
day term has expired. Maximum 
ceilings set by OPA are the highest 
prices which prevailed during the 
five-day anit March 3-7, 1942. 


Issues Pr 


Chilton Publishing 
Philadelphia, released its 
nual statistical issue of Automotive 
and Aviation Industries on March 
15. The issue carried more adver- 


Company, 
25th an- 


tising than any other for the past 

12 years. 

To Drop Advertising 
Beginning with the May issue, 


Junior League Magazine, New York, 
will change its format and cease to 
carry advertising. 


Philco Admen 
Form Agency; 
Ramsdell Is Head 


Philadelphia, March 12. — Sayre 
M. Ramsdell Associates, Inc., a ne 
agency, has been 
formed by a4 
group of Phil 
Corporation a 
vertising me 
with offices 
3701 N. Broa 
street. 

President « 
the new agenc 
is Sayre M 
Ramsdell, wh 
has been ji: 
charge of adver- 
tising and sale 
promotion fo: 
Philco since 1922. He will continu: 
as a member of the board of direc- 
tors of Philco Corporation. 

Mr. Ramsdell has been connecte: 
with Philco since 1919, when hy 
went to work in the advertising 
department of what was then the 
Philadelphia Storage Battery Com- 
pany. He is credited with origi- 
nating and developing many ot 
Philco’s advertising campaigns, in- 
cluding the one popularly known a 
“No squat, no stoop, no squint,” and 
“And then he got a Philco.” 

Frank A. Hutchins, vice-president 
of Hutchins Advertising Company, 
Rochester, N. Y., which has handled 
the Philco account for the past 10 
years, is vice-president of Sayre M 
Ramsdell Associates. Sidney J. Stall, 
formerly a member of Philco’s ad- 
vertising department, is secretary ot 
the agency and in charge of pro- 
duction. 


S. M. Ramsdell 


Publishes Your Book 


The Financial Post, Toronto, has 
published “Business Year Book and 
Market Survey, 1942,” its 18th con- 
secutive year of publication. The 
survey covers Canada and its re- 
sources and production, and includes 
data on Newfoundland. It is pub- 
lished by the MacLean Publishing 
Company, Ltd., Toronto, and sells 
at $2. War charts of Canada’s pro- 
duction and business are provided. 


Puare 
Bi.ack Box 
STuoO.ny. 


Large Checks-Quickly 


On January 16 Worcester Chapitr, American Red Cross was officially 


notified that Worcester’s initial check for $200,000 was the 


“largest 


yet received from New England. and one of the biggest in entire 
country. Only one exceeding it*is a remittance of $900,000 from 


New York”. 


On January 24 Worcester achieved the further dis- 
tinction of being the first Massachusetts community 
to reach its goal in the Red Cross campaign (its quota 
of $362,000 was over subscribed by $11,000). 


Worcester takes pride in its ability to write large checks quickly 
whenever occasion demands. This rich and responsive area — heart 


of industrial New England — is 


covered by The Telegram-Gazette 


alone. There is no other Worcester daily paper. Circulation more ‘han 
134,000. Population: Worcester 193,694. City and Retail Zone 440,770. 


The TELEGRAM -GAZETT 


_ WORCESTER MASSACHUSETTS — 


Georce F. Boorn, Publbshth- 
OCK and ASSOCIATES, NATIONAL REPRESENTAT! 


“OWNERS ek RADIO STATION WTAG | 
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In this building is housed the largest single 
: group of News Specialists in Washington 
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Coordinating U. S. Advertising 


publicity should be devoted to each 
governmental program, and to what 
extent paid advertising should be | 
employed to accelerate accomplish- 
ment of the important tasks which 
can be assigned to it. 

If and when the Office of Facts 
and Figures can function as the 
central governmental advertising 
agency, the cooperation of the ad- 
vertising field can be made much 


One of the first jobs to be done} 
in making official advertising and 
publicity work successfully in the 
interest of the war effort is to get 
effective coordination and centrali- 
zation of all activities in this cate- 
gory. With so many departments, 
bureaus and agencies in Washington 
handling promotion on their own, it 
is difficult if not impossible to allo- 
cate available time and space prop- 
erly, with due reference to the rela- more valuable and effective. The 
tive importance of all the various) job of advertising as a means of 
efforts being made by individual) marshalling full public cooperation 
groups. It is a good deal as if a in the great war effort will be 
large corporation, making many clearly charted, and the direction 
products, allowed each department of each campaign, whether for the 
to undertake advertising and sales! sale of war bonds or for full de- 
promotion with no central direction velopment of civilian defense, 
or company objective in view. can be projected with the 

The Office of Facts and Figures| sary accompaniment of advertising 
is theoretically the clearing house geared to each specific undertaking. 


neces- 


for all United States Government All advertising interests, includ- 
advertising. Thus far it has not) ing the advertisers and media which 
been able to exercise fully the) have been generously supplying 


facilities for circulating information 
behalf of the government, are 
to make a maximum contri- 


authority which has been delegated 
to it. Each department or agency | on 
is naturally jealous of its own eager 


powers and importance, and reluc- bution to the great tasks now con- | 
tant to relinquish anything which fronting the American people. Ad- 
contributes to the maintenance of) vertising has 2 real job to do—and 
its position. But it is hoped that) it can do it properly only if the 


gradually there will be established assignment is properly made, based 
over-all direction which will clarify on a complete definition of the tasks 
the picture and will permit general and the methods which must be 
planning to be done on such ques- adopted for their successful com- 


tions as how much advertising and_ pletion. 


Retail Advertising Shifts 


| duration, and retail advertising thus 
being used with reference to specific 
conditions affecting each _ store's 
stocks and prospects, volume figures 
cannot serve, as usual, to empha- 
the fluctuation in total retail 
sales. While they are interesting as 
a statistical measure of an important 
activity, they 


Ordinarily the trend of retail 
advertising follows closely the trend 
For this reason 


has been publish- 


in retail volume. 
ADVERTISING AGE 
ing for the past five years a weekly 
chart based on total retail linage in 
in 84 
comparisons 


size 


newspapers important cities, 


indicating with pre- section of advertising 


vious periods as a means of lnfl~| aun font te © comaldereia. extent 
cating the movement of retail sales their value to marketing executives 
volume. in following retail sales trends in 
Since the advent of war and the individual markets all over the 
increasing application of govern- country. 
ment controls to manufacture, dis- Because of this change in the 
tribution and prices, the relation- situation, which, while temporary, 
ship between volume and advertis- may last until more normal condi- 


increasingly less 
significant. For example, a leading 
men’s store executive, discussing 
the reduction in the current volume 
of its advertising, pointed out that 
the public is being driven to the 
stores because of current reports for the present. It served a 
concerning shortages of wool and highly useful purpose in the past, 
restrictions on the manufacture of and we are sure it will have equal 


become tions as to availability ef many 
classes of products, including some 
specialties and appliances which are 
not now being offered for sale, are 
restored, we have decided to sus- 


pend publication of the retail index 


ing has 


has 


all-wool clothing. As he put it, value in the future. Our thanks 
publicity of this kind is a far more and appreciation are extended to 
compelling factor in sales than store the 84 newspapers which have 


advertising. 
The formula of demand and sup- 
ply having been shelved for the 


unselfishly cooperated by supplying 
weekly figures for their own cities 
during the past five years. 


Sabotage Prevention 


SWINGING INTO WAR PRODUCTION 


ald ~~ 


Sener Saye? 


“I'm afraid the boys are a little new at 


un agencies : vi 


“* wae tia ear Ad Ce ins. 


METAL WCRI, 
ELGcTWICAL 


Archite 


ctural Record 


making these things, colonel—you press 


the button and it delivers a lighted cigaret!"’ 


Ad-libbing 


The only advertising copy we 
have thus far seen which attempts 
to prevent sabotage through offer- 
ing rewards was that which ap-| 
peared in and around Hartford late 
last month. The state being limited 
in what it can do, and the munici- 
pality being unable to offer rewards, 
a group of private citizens and or- 
ganizations underwrote $100,000 in| 
rewards to prevent sabotage in 
Hartford, East Hartford and West 
Hartford, their plan being a modi- 
fication of one prepared by the legal 
department of Socony-Vacuum Oil 
Company for submission to that 
company. 

The plan, unless 
voked, will continue in 
the duration of the war, and claims 
for rewards are to be cleared 
through the mayor of Hartford, who 
approved the plan along with the 
chairmen of the defense councils of 
the three cities affected. We are not 
familiar with details of how the plan 
was underwritten, but the idea of | 
offering rewards of this type before 
anything has happened sounds sens- 
ible and reasonable to us. As the 
announcement of the plan says: “In 
other spheres of crime prevention, 
it has been demonstrated that a 
substantial reward acts not only as 


previously re- 
effect for 


a deterrent but leads to convic- 
tions.” 

Anonymous 

The current “advertising cam- 
paign” of John Labatt, Ltd., brew- 
er of London, Ont., of which the 
piece reproduced here is a_ fair 


is the most unselfish use of 


ss ano PLENTY a | 
ALL TH@SE THINGS 
To oe heen iN _Sro 


sample, 


- MANY of the things that 
we io Canada buy without « 
second thought, have been an- 
obtamableio Europe for years! 
To prevent that situation ever 
coming to Canada, not one of 
us can afford met to buy a 
Victory Bond . . . even if, in 
order wo pay for it, we have 
to give up a few of these things 
voluntarily. Let's each of us 
make a list of things to give up 
—to buy « Victory Bond! 

The fe ome fe oe cere of event 

ea teed by 6 mente Mem 


COME ON CANADA 
BUY THE NEW 


VICTORY 
BONDS 


advertising funds 
come to our attention. If you will 
read this newspaper copy through, 
you will find that what is really re- 
markable is the signature: “This is 
one of a series of advertisements 
published by a London firm.” There 


which has yet 


is no other identification of any 
kind. 

Sending a set of the advertise- 
ments to us, Gordon H. Jack, ad- 


vertising manager of the 
said they are currently 
in Canadian newspapers 
of our usual 


brewery, 
appearing 
“in place 
advertising,” and 
thought we might be interested in 
them “from a public relations point 
of view.” Well, Mr. Jack, we're 
not; we don’t see how anonymous 


|copy can be considered as doing a 


public relations job, and in fact we 
wonder 
considered advertising — for John 
Labatt—at all. But we are inter- 


ested in the advertisements, and we | 


hope they help boost the sale of 
victory bonds substantially in Lon- 
don, Ont. 


Muddled Thinking 


| ADVERTISING AGE, by 


if this use of space can be} 


Ad-libbing’s scout in Kansas City | 


has sent us a nearly perfect ex- 
ample of the kind of mental gym- 
nastics that passes for thinking. His 
example is a recent issue of the 
Cooperative Consumer, published 
by the Consumer Cooperative As- 
sociation of North Kansas City, Mo. 

The paper is running a series of 
articles by a “working Midwestern 
newspaper man” to show what can 
be done to secure a free press, and 


some of what he has to say is in- 
teresting. He insists that news- 
paper readers just about pay the 


cost of the news they get, but that 
the cost. of getting and publishing 
advertisements, plus the high cost 
of adding on that last 10,000 or 20,- 
000 circulation that the advertiser 
has to have, are “the most costly 
items on the newspaper ledgers.” 
He offers as a solution “a new sort 


|of paper in which display advertis- 


ing, with all the costs of solicitation 
and typesetting would be omitted, 
and all other advertising limited 
and subordinated, leaving the brains 
of the business free to concentrate 
on the single duty of public infor- 
mation.” 

Of course, reason for 


the only 


| worrying about this situation is that 
| under 


the 
out 


existing conditions, as 
Cooperative Consumer points 
editorially in the same issue, news- 
papers are the “slaves of old-line 
business men and their advertising 
budgets.”” Make the newspaper earn 
its substance by catering only to its 
readers and by collecting its legiti- 
mate costs from those readers and 
all will be well. 

So far, although you may argue 
about the soundness of these state- 
ments, you will probably admit that 
they represent a viewpoint which 
has something in its favor. But 
consider these facts: (1) The Coop- 
erative Consumer is published 24 
times a year, and has a subscription 
price of 25 cents a year, obviously 
not anywhere near large enough to 
pay its cost; and (2), this group 
which is so ardently condemning 
advertising as the root of all evil 
is currently engaged in collecting 
an advertising fund for its own use. 

It has always seemed strange to 


your untutored Ad-libber that those | 


who see advertising as the scourge 
and the plague of modern society 
when others use it, have no moral 
or economic scruples against its use 
on their own behalf. 


Jottings 
The hullabaloo about recalling 
Mayor Thomas D. Taggart, Jr., of 


Atlantic City is not only giving the 


—— 


teformuation 
for 
Advertisers 


The following documents may je 
secured without charge from corm- 
panies sponsoring them, or throu 
any nato 
advertiser or advertising ager 
executive writing on his busin: 
letterhead. 


No. 1950. “There’s a Woman int 
Galley, Sir.” 


“Blow me down,” says this na 
tical-minded folder, issued by Rad 
Stations WBZ-WBZA to tell t! 
story of WBZ’s Home Forum. 
gives the background of the pr 
gram and its director, lists curre) 
sponsors, and reproduces some con 
ments from users about the job t! 
program is doing for them. 


No. 1951. War Creates New O, 
portunities for Advertisers. 
This brochure, issued by Fieldin 
Sorensen & Davis-Transit Adverti: 
ing, contains an analysis of the ne) 
situation in transit advertising 
relates to the San Francisco Ba 
area. More street car and bu 
riders—new readers for the ca 
card message is the story, with fact 
about the market and cost of tl! 
medium. 


No. 1952. 
Data. 
Market facts about Florence, Ala 
and the Muscle Shoals district ar 
given in this folder issued by Wal- 
lace Witmer Company. Figure 
showing the number of employes, 
payrolls of newly-opened plants and 
other market data indicate the 
expansion of activity in this area 


Muscle Shoals Marke: 


The folder also outlines the edi- 

torial setup and facilities of the 

Florence Times. 

No. 1859. WHBF and the _ Tri- 
Cities. 


Radio Station WHBF has issued 
this folder, which contains a map 
of the station’s coverage, with a 
tabulation of vital statistics for the 
primary area and for the Daven- 
port-Rock Island-Moline metropoli- 
tan district. 


No. 1896. They 
About Us... 
“Not mad, just terribly hurt,” is 
the way The Star Weekly, Toronto, 
describes its feelings when someone 
was overheard to say that nobody 


Were Talking 


|reads anything but its comics and 


roto section. After an understand- 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in this 
attractive book. Readership per- 
centages are shown for the various 
sections of the paper by location, 
age, income and occupation. 


No. 1913. Iowa Plus What? 

A composite daytime coverage 
map of the Cowles stations, WMT, 
KSO, KRNT and WNAX, based on 
the fifth CBS listening area survey, 
forms the center spread of this 
folder, issued by The Katz Agency. 
A tabulation covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in through 
local advantages of individua! zed 
programming from the five stucios, 
dealer support and other aids 


No. 1932. You May Have Ased 
This Question Yourself. 

“How will it look in offset?’ In 
this new portfolio, Laurel Process 
Company offers some example: ©! 
its work to show the effectiveness 
of its offset process for various ‘ypes 
and sizes of printing jobs in olor 
and black and white. 


No. 1867. 
Wagon. 
In this folder, Better Hom’s & 
Gardens tallies up its account n° 
shows how it stands—first ho 'f o 


Hotter’n a Little Red 


local dailies something to write|194l1—in advertising and ed rial 
about—it’s also providing some wel- | linage, circulation and_ pre -tig 
come extra revenue, since Taggart/| Illustrated are examples of rade 


friends and foes alike are running | acceptance in the way of pub city 


full-page advertisements to tell the | point-of-purchase 
dealer response. 


peepul what's what. . . 
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*“You always carry such fine pictures and articles on farming that one can’t *On farming alone we now have over 50 folders and envelopes containing ‘4 
throw them away, and we have found an invaluable use for them... We cut hundreds of pictures. Subjects range from early farming methods and farm ; 
rage out and double mount on colored cardboard the pictures usable for class-room animals to soil erosion and silos. We were so pleased with our farm unit that we 
a bulletin boards ... then we clip the articles and put them in 14! , x 11 '4 folders, began searching other magazines for more material. Our file now contains over . ; 
0 : Mie ; . ; A 
ven which are taped inside so that the folder opens like a book. 450 folders and envelopes, on almost as many subjects. 
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hon “They are so arranged that they tie in with social science, spelling, history, “The file is in the hands of the teachers and students now and everyone is 
reading, literature, art, photography, music, and other elementary subjects thrilled with it. All this, Mr. Hibbs, started from advertising and articles that 
1ught in our schools. Our folders are triple indexed so that the children, as we have found in your magazine. We thought that you Editors would like to 
Ree ell as teachers, may easily find any topic. Coffee, gardening, radio, road- know the contribution you are making to modern education. Cordially, 
4 building, rubber, telephone and telegraph are typical head topics. (signed) Faye Collingwood 
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Transit Companies 
Form Own National 
Association 


Lackey Is President 
of First Industry 
Group 


Chicago, March 11.—To tell their 
sales story more effectively to ad- 
vertisers and their agencies, lead- 
ers of the transportation advertis- 
ing industry announced this week 
that they have 
formed a na- 
tional group, the 
National Associ- 
ation of Trans- 
portation Adver- 
tising, Inc., 
James B. Lackey, 
Nation - Wide 
Bus Advertising, 
Inc., New York, 
as its first presi- 
dent. 

This is. the 
first time in the 
history of the 


James B. Lackey 


50-year-old industry, officials re- 
called, that a national association 
has been attempted. Membership | 


will be open to all transportation 
advertising representatives, large or 
small. Executive offices have been 
opened in the First National Bank 
bldg., Chicago, and, as activities 
expand, branches will be organized 
in other key cities. 


With a steadily increasing num- | 


ber of riders being carried by pub- 
lic vehicles, due at least in part to 
the restrictions on private trans- 


portation enforced by car and tire | 


edicts, the industry views the com- 
ing year as one which _ should 
strengthen its position greatly in 
the advertising field. 


To Conduct Surveys 


NATA, as the new organization 
will be known, will work for the 
coordination of the entire transpor- 
tation advertising industry, form- 
ing a standard code of practices. 
Researches will be conducted in 
member cities, and resultant infor- 
mation made available to advertis- 
ers and agencies. Reliable circula- 
tion figures for public vehicle 
advertising thus will be available, 
according to Mr. Lackey. The asso- 
ciation will carry on various pro- 


motional activities, and releases 
along this line already are being 
planned. 


The following men were elected 


at the organization meeting here 
March 4-5 to serve with Mr. 
Lackey: E. B. Sorensen, Fielder, 


Sorensen & Davis, San Francisco, 
and Wesley H. Loomis, Jr., Loomis 
Advertising Company, Kansas City, 
vice-presidents; F. LeMoyne Page, 
Transportation Displays, Inc., New 
York, secretary; George E. Frazer, 
National Transitads, Inc., Chicago, 
treasurer. Other directors named 
were Frank J. Ellis, New York 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume! 


/ 
site 

More money for 
the HOT SPOTS 


— “a 


we 


Special attention for 
PROBLEM SPOTS 


‘ 
‘ 


sow LAl 


(-—\ & COMPANY 


cee «6©60NATIONAL STATION 
REPRESENTATIVES 


eCO e TOes GtTeO fT LOU . San FeeRONCO . 10s ewan 


with | 


Subways Advertising Company, 
New York; John W. Mulford, Jr., 
Michigan Street Car Advertising 
Company, Detroit; C. H. Murphy, 
Chicago Car Advertising Company, 
Chicago; G. Donald Murray, Public 
Service Coordinated Transport 
Company, Newark, N. J.; and John 
| K. Jayne, Transit Advertisers, Inc., 
New York City. 


Appeals to Women 


| Recognizing the important part 
| played by women in caring for the 
| family automobile, Studebaker Cor- 
| poration has appointed Jane Easton 
| to a new post, whose duties entail 
|educating women in the use and 
| care of automobiles. She was for- 
/merly in the company’s dealer rela- 
| tions department. 


Willys Finds War 


Production Pool 


7 s 

in Dealers’ Shops 
Toledo, March 12.—Advertising 

}and market research 

focussed on war production prob- 


techniques, | 


lems, have revealed a pool of more | 


than 185,000 semi-skilled mechanics 
and half a billion dollars in ma- 
chinery and equipment available 
for armament and machine tool 


production in automobile dealers’ 
shops. 
Full inventory of this hitherto 


/machine facilities and personnel, | 


untapped production pool was fur- | 


nished to the War Production Board | 
this week by Willys-Overland Mo- | 


| tors, Inc., which polled 40,537 auto- 


mobile dealers throughout the coun-| employment to members of sales 
try on Jan. 14. and advertising staffs whose norma} 
More than 10 per cent of dealers | duties have been curtailed. 
receiving questionnaires responded, | 
indicating through their replies that 
18,000 lathes, 15,000 grinding ma- | increases Weekly Rates 
chines, 16,000 drilling machines,|) The Wilkes-Barre Publishing 
52,000 welding units, and 40,000|Company, publisher of the Times- 
buffing machines could be freed for | net ren Bene rag ncaa } 
: : , - ased 
sie production by organization of | its weekly carrier-delivered sub- 
ocal dealer pools. 


| scription price from 15 to 18 cen: 
Breakdown Published 


_per week. The change went into et 
fect March 2. 
The complete state - by - state) 


breakdown of automotive dealers’ To Paul H. Johnson 


prepared for the WPB, has been | at din he ee oe 

published in, booklet, form forthe super market, has placed it accoun 
4 ee eee’ | Wee au . Johnson Company 

Preparation, mailing, and statistical | providence. Mrs. Marjorie Di od 


|Summary of the survey furnished | been named treasurer of the agency 


f 


. 


Whi. 
M/RAMIOS AF LEA» 


‘| “First | heard about it,” says Miss Rita Hayworth, 
“was the day Columbia’s make-up expert Clay Campbell 


‘ame in and said we were inv 


ited by The Saturday Evening 


Post to tell their readers secrets of our private beauty and 
make-up technique. So we put our heads together and worked 


out six time-saving beauty drills 


who mistakenly think they’re 


sensible ideas for women 
too busy to be beautiful. 


@) “Next thing | knew | was seeing copies of that beautiful 

four-color Post page in famous drug store windows . 
enormous reproductions of the Post page that told women 
how to make up for the whole day— what to use—and how (0 
be all finished in 29 minutes and 2 seconds (I got a new ink- 
ling of how things start happening when The Saturds) 
Evening Post prints a feature).”’ 
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ADVERTISING AGE 


Cut Out Frills 
in Advertising, 
Wheeler Advises 


New York, March 10.—Straight- 
forward advertising and elimination 
of lavish promotion material were 
urged this week by Robert Wheeler, 
publicity director of the Inter- 
national Nickel Company. Mr. 
Wheeler addressed the Industrial 
Advertising Association here in his 
capacity as executive adviser of the 
industrial salvage section, Bureau 
f Industrial Conservation, War | 
Production Board. 

In a plea for copy and sales pro- 
motion of a kind any person may | 
recognize as a real contribution to! 


the war effort, he declared that both 
industrial executives and govern- 
ment officials realize there can be 
no excuse for wasting materials 
during wartime. Advertising which 
does not convey necessary and help- 
ful information, or mailing pieces 
which do not justify their use of | 
paper and ink, he added, will be| 
increasingly under fire’ in the| 
months to come. 

Mr. Wheeler reminded the indus- | 


| trial advertising men that the nation 


is up against an inelastic supply of 
materials to take care of rapidly 
expanding production and urged 
them to accept responsibility for 


| gearing their companies’ promotion 


efforts accordingly. He highly com- 
mended a plan prepared by Indus- 
trial Marketers of New Jersey for 


making company employes and the | 
general public conscious of the 
urgent need for conservation and | 
salvage of critical materials. 


FTC Disputes 
GM Claims for 
Its Fog Lamps 


Washington, D. C., March 12.— 
The Federal Trade Commission | 
issued a complaint against General | 
Motors Corporation today, charging 
misrepresentation in advertising of 
an automobile fog lamp. 

FTC questions the GM claim that 
the “powerful, flat-top beam of 
amber light” in the lamp “pene- 
trates, cuts under fog, and is not| 


reflected back into the driver's 
eyes,” and that “even under adverse 
driving conditions such as _ rain, 
snow, fog and dust, genuine GM 
passing lamps and fog lamps add 
immeasurably to safety.” 

The complaint alleges that the 
lamps, made by Guide Lamp Di- 
vision, Anderson, Ind., do not pene- 
trate or cut under fog, do not per- 
mit a driver to have complete con- 


trol of his car and to see clearly the | 
road ahead under adverse driving | 


conditions, and that light is reflected 


back into the driver’s eyes when 

used under fog conditions. 

L. A. Agency Moves 
Hillman-Shane-Breyer, Los An- 


geles agency, has moved to the Gar- 
field bldg. 


You saw this 


ev oNee 


make 


Look at our beauty aids. They agit 
Rita's beauty routine 


May we intrude, Miss Hayworth, and tell you some flatter- 


ing things you didn’t know? When leading druggists all 
over the U.S. were shown advance proofs of what the Post 


was going to print—and what 


you were going to say—1,523 


stores asked for reprints and counter cards. And what’s more, 


these stories said that the Rita 


Post page turned up an awful 


lot of nice store traffic for them. 


2 And sales danced up to beat the band on beauty product 


after beauty product 


in store after store 


in 36 of the 48 


‘tates. Stores displayed a wide variety of merchandise and 
many Post advertisers received extra benefits. No wonder 
Cruggists like to see the products they sell advertised in the 


Post.****1f you want the same 


enthusiastic response for your 


merchandise, hitch it to the power of the Post. 


sHnws SO HOW Te gg 
HEATH, 100 gy 


Just to give you one example of what sales the Post page 


stimulated. In Detroit, 100 stores 


ported: “Taking our cue from 
page, a full-page cosmetic ad 


a whole chain — re- 
the Rita Hayworth full-color 
was developed. |See above. | 


The results, watched very closely by our Sales Department, 
proved that its pulling power was most unusual. And all of 
our stores enjoyed a very sizable increase in business.”’ 


FORERUNNER 


WOMEN aircraft factory workers 
receive $31.00 to $35.00 weekly 
trom the start/ 


WOW ABOUT AFTER THIS Wak IS OVER? 

Alter the war there will probably be tower job adjustments im svistion than 
im ony other industry The greet Amercen mow tuatry has only started 
te grow! Ash any mer how the a % grow 
apudhy atter the last we 
Acreralt production work tor women « permanent pleasant patrione ond 
Beghhy prot eple 


INQUIRE WITHOUT OBLIGATION 
Toes) & TomcHT: 


Pay AFTER 
A small ont 


WEN EVENINGS AND 
SUNDAYS THL 9 PM 


APPLY IN PERSON 
TODAY o TONICHT 


Claiming that its advertising to train 

women aircraft workers is a ‘‘forerun- 

ner of sociological change,” Irvin Air- 

craft Schools is employing newspapers, 

radio and business papers in its drive 

for women students. Norman W. Tolle 
and Associates is the agency. 


Irvin Aircraft 
Schools Copy Is 
Aimed at Women 


San Diego, Cal., March 12.—Con- 
vinced that many of the hands 
along the aircraft production lines 
will be women's, particularly as the 


war continues and more men are 
drawn into service, Irvin Aircraft 
schools has begun an aggressive 


| campaign to draw women students. 


| newspapers are being used. 


Spot 
business 


radio, classified 
paper 


insertions, 
advertising and 
Walter 
the Mc- 


McAdams, founder of 


|Adams system of advertising pre- 


evaluation, has been retained to or- 


| . P 
ganize and train sales units. 


have 


| Worth, 


The schools are in their seventh 
year of operation, and branches 
been established in Fort 
Houston and Tulsa. Com- 
pany officials claim their advertis- 
ing to women presages a “wide- 
spread sociological change,” and 
that aircraft companies are retool- 
ing in preparation for a day when 
“50 per cent of aircraft production 
work will be done by women.” 

Advertisements follow established 


technical school trends, featuring 


| higher wages and advancement but 


using a new twist in stressing the 
firm future of the aviation industry 
Women receive only part of the 
promotion, with considerable 
amounts of the advertising aimed at 
older men. Norman W. Tolle and 
Associates is the agency. 


THERE'S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 


foremost station 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
a fen ' 
Member of NBC Red Network « 

Yonkee Network | 

Representotives: WEED & COMPANY 

New York, Chicago, Detroit, Son Francisco 
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March 16, 1942 


Magazine Sponsors 
Lum & Abner Wood 
Carving Contest 


Chicago, March 11.—An interest- 
ing joint promotional effort has been 
worked out by Miles Laboratories, 


Inc., and Science and Mechanics, 
with the publication sponsoring a 
wood carving contest built around 


Lum and Abner, famous “Arkansas 
storekeepers” whose radio program 
is sponsored by Miles on behalf of 
Alka-Seltzer. 

Science and Mechanics 
sioned Richard Rush, well-known 
wood carver, to do a likeness of 
Lum and Abner for the cover of its 
February-March issue, in which the 
contest, with a total of 55 prizes 
valued at more than $400, is an- 
nounced. The issue devotes several 
pages to explaining the contest, giv- 
ing details on wood carving in gen- 
eral, etc. 

Alka-Seltzer is featuring the con- 
test on the Lum and Abner show, 


commis- 


and Science and Mechanics is in 
turn giving Lum and Abner consid- 
erabl publicity through promotion 
of the contest, not only in its own 
columns, but with newsstand post- 
ers, in subscription mail, etc. 


To OPA Rent Post 

Paul A. Porter, prominent radio 
attorney and Washington counsel 
for the Columbia Broadcasting Sys- 
tem, has been appointed assistant 
administrator of the Office of Price 
Administration and will head the 
rent division. Mr. Porter was a 
sociated with the defense program 
in its pioneering days, as executive 
assistant to Chester C. Davis, agri- 
culture commissioner on the old 
National Defense Advisory Com- 
mission. 


Roberts, Doyle to CBS 


Don Roberts, formerly a memb-e: 
of the sales staff of the Blue N 
work, has joined the 
Broadcasting System in a 
capacity. J. E. 
free lance publicity writer, 
joined the CBS publicity staff. 


Mail from Montreal 


Sales for you right here... 


ARKANSAS 


GEORGIA 


WWL Daytime Coverage 


PRIMARY and SECONDALY a | | 


You get both with: 


50,000 watts - - clear channel 


Columbia | 
similar | the users of plastic or organic glass 
Doyle, formerly a|to adopt the word “glass” 


|makers to 


a 


Every mailbag at W W L is sprinkled with letters from distant 


fans scattered throughout the world. We don’t merchandise 


our steady listeners in Canada, the West Indies or Alaska. 


But we do know that here in the Deep South, the dominant 
medium is the powerful, prestige-carrying. 50,000 watt clear- 


channel voice of W W L. New Orleans. 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Resume Hearing on 
Use of ‘Glass’ 
in Trade Names 


Plastic Product Users 
Defend Right to Term 
in Promotion 


March 12.—The second 
round in a knock-down and drag- 
out fight between silicate glass 
makers and users of plastic glass 
will open here next week before an 
examiner for the Federal Trade 
; Commission, with possible court ac- 
‘tion hinging on the result of the 


Chicago, 


word-battle. 


The dispute involves the right of 


in their 


has |trade names—and subsequently in 


their promotion and advertising— 
for such products as belts and sus- 
penders. A preliminary hearing on 
the complaint was held last month, 
then adjourned to March 16. The 
continuance followed the testimony 
of Dr. Donald Frederick, of Rohm 
& Haas Company, Philadelphia, that 
Libbey - Owens - Ford Glass Com- 
pany, one of the silicate’ glass 
makers at whose instigation the| 
FTC inquiry began, acted as dis-| 
tributor for Rohm & Haas Plexi- 
glass, an organic glass. 

Dr. Frederick appeared for the 
defendants at the hearing, although 
Rohm & Haas is not involved in the 
complaint. Contesting the FTC 
charge that the “glass” portion of 
their trade names is deceptive are 
S. Buchsbaum & Co., Chicago; 
Hickok Mfg. Company, Rochester, 
N. Y.; Pioneer Suspender Company, 
Philadelphia: and A. Stein & Co., 
Chicago. 


Records Introduced 


In answer to the FTC’s charge of 
deceptive labeling, the defendants 
emphasized that they always used 
the term “organic glass” and cited 
records to show that both distribu- 
tors and the public who purchased 
the plastic articles were not misled. 
For example, Hickok stated that it 
had sold 12,000 plastic suspender 
units, and had not received a single 
complaint. X-ray photographs were 
introduced to demonstrate that the 
structure of the various plastic ma- 
terials was that of a liquid. 

FTC claims these accessories con- 
tain no glass at all, and that the 
product used, vinylite, is not a glass 
but a synthetic resin composition 
made from petroleum or coal. 

At the root of the FTC charge, 
Herbert Buchsbaum, president of 
Buchsbaum & Co., told ADVERTISING 
AGE, is an effort of the silicate glass 
forestall the use of the, 
term “glass” so that if they succeed 
in the future in producing silicate 
glass with requisite elastic proper- 
ties to be used for wrist watch 
bands, shoes, golf jackets, suspend- 
ers, belts, etc., they will have the 
term for their exclusive use. 

Testimony on behalf of the or- 


ganic glass users will be resumed 
Monday. The FTC will get its 
chance later, on rebuttal. Should 


the decision go against the compa- 
nies, the case will be carried into 
court, Mr. Buchsbaum said. 


“Collier's” Counts 
Advertising Noses 


Collier's has issued a promotion 
booklet based on Starch, Clark and 
Lucas magazine readership studies, 
which includes data on total read- 
ers, per cent of readers seeing aver- 
age advertisements, number of 
readers seeing average advertise- 
ment, and number of readers per 
dollar of cost. In addition to over- 
all figures on advertising, break- 
downs for almost a score of adver- 
tising classifications are given. 

The study shows comparative 
figures for Collier’s, Life, and The 
Saturday Evening Post. 


Dunne to Pioneer-Moss 


John P. Dunne, formerly on the 
sales staff of Walker Engraving 
Corporation, New York, has joined 
Pioneer-Moss, New York, in a sim- 
ilar capacity. 


— 


HOW HAWAII'S SUGAR INDUSTRY AIDS DEFENSE 


The sugar plan- 
tations of Ha- 
waii have been 
hit hard by the 
outbreak of war 

ut their re- 
sources, man- 


power and me- 
chanical facilities 
have been 


plunged into the 
war effort. In- 
dividuals in- 
volved, including 
Al Muller whose 
work is featured 
in this copy, are 
presented in the 
current series of | 
ads appearing in 
the Honolulu 
Advertiser for 
the Hawaiian 
Sugar Planters’ 
Association. 


L 


AL MULLER primes Aiea’s machine-power 


FOR WAR DUTY 


vy WAWALIAN SUGAR 
PLANTERS ASSOCIATION 


Wiseman Book 
Maps Planning 
of Campaigns 


New York, March 12.—Approach- 
ing the planning of an advertising 
campaign from the viewpoint of re- 
search into modern readership of 
advertisements, “The Anatomy of 
Advertising,” a new book by Mark 
Wiseman, now a member of Young 
& Rubicam’s staff and formerly di- 
rector of the Laboratory for Adver- 
tising Analysis, seeks to provide ad- 
vertiser and agency with principles 
and procedures of sound printed ad- 
vertising which have been isolated, 
classified and interpreted. 

This is the first of a two-volume 
series, and deals with campaign 
planning. The second, now in 
preparation, will cover advertise- 
ment making. Mr. Wiseman is a 
former Fuller & Smith & Ross ex- 
ecutive, and his book is dedicated to 
Allen L. Billingsley, F&S&R presi- 
dent, and to the agency’s staff. One 
of the most-quoted examples in the 
book is the 1941 Westinghouse 
range campaign, in which Mr. Wise- 
man’s analyses were used. 


Defines Objective 
Briefly, the author says his ob- 


jective in writing the book is to es- 
tablish a methodology of advertising 


principles and suggest their means 
of application—which begin with 
facts, (data) and proceed through 
analysis, interpretation, and selec- 
tion to a final synthesis.” In sound 
and apt writing, illustrated with ex- 
amples and copy from other cam- 
paigns, some good and some bad, 
Mr. Wiseman achieves his goal by 
isolating essentials under five basic 
heads: objectives, data, ideas, ap- 
peals and approaches. 

That the book is essentially a re- 
search survey, and cannot be dis- 
posed of with a summary reading, 
does not put it in the weighty tome 
class. Mr. Wiseman writes well and 
briskly of complicated things, and 
with sufficient clarity. Harper & 
Bros., New York, published the 
book. The price is $3. 


Shipping Container 
Rules Explained 


The War Production Board’s con- 
tainers branch has explained that 
the changes in specifications for pa- 
perboard shipping containers insti- 
tuted last November were not in- 
tended to establish maximum thick- 
nesses of materials. The explanation 
was offered to correct misunder- 
standings. 

Specifications were laid down to 
cut paper board consumption by 10 
per cent, but minimum  require- 
ments were accepted as maximums 
by some shippers. There was no 
intention of affecting packing of ar- 
ticles requiring a strong box, and 


analysis, and he defines method- specifications may be exceeded 
ology as “a product of orderly when necessary to transport mer- 
thought-processes which establish chandise with safety. 
qa 
| Have you 
“ents i* 
new em ae sent for 
yapustet al AY 


YOUR 


Copy 
! / 


a 


“THE NEW ACCENTS IN INDUSTRIAL ADVERTISING” 


@ 150 prominent industrial advertisers “wrote” this 20-page 
booklet. In it they describe the change in objectives brought about 
by today’s conditions and state clearly, in a Blue Print of Action 
Chart, just what course they propose to pursue in their business 
paper copy. Manufacturers and agency executives who are ponder- 
ing the “What to say” problem will find inspiration, and plenty of 
red meat, in The New Accents in Industrial Advertising. 


/ t's f, RE, E. / Write, on your letterhead, for your copy. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 
330 West 42nd Street, New York, N. Y. 
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March 16, 1942 ADVERTISING AGE 17 sees 
Complete advertisements—news- Medal awards and honorable men- 2 clientele the salesmen have built 
Sundblom Poster paper: Marshall Field & Co.; Wil- tions in each class were determined Caloric Ad Seeks up, pointing out that the outlets and 


liam H. Harris, art director; Dorothy by juries of three to seven members. contacts could be used to good ad- 


. ' ' Christy, artist. Mass magazine: Fred Boulton, J. Walter Thompson New Line for Its vantage by other manufacturers. 
Joseph Schlitz Brewing Company; Company, is chairman of the exhi- “Naturally, we want to keep this 

Wins War Art McJunkin Advertising Company, bition committee. 32 Salesmen sales team occupied and busy, look- 
agency; E. Willis Jones, art director; —- Philadelphia, March 12. With ing forward to more normal times,” 


Stephen Heisen, artist. Class maga- the intention of findin = , the ad continues. “They deserve it 
' g part-time : : 
Award at Fyhibit zine: S. C. Johnson & Son: Need- WKRC Advances Patt employment for its sales staff, Cal- 0" their fine record. Needless to 
1am, Louis and Brorby, agency; James M. Patt, formerly a mem- orice Gas Stove Works will take S@y, Caloric expects no overrides or 
(Picture on Page 35) John Temple, art director; Ed ber of the sales staff of Station 
‘hic: — Ini Rinker, artist. Trade publication: WKRC, Cincinnati, has been named ices to you.” 
hicago, March 10.—A_ United Collins. Miller and Hutchings: John S@les promotion director. Orin J. wares gr ce gece tact Copy will appear in the March 23 
Sates Marine Corps recruiting Averill, artist. Industrial publica- Bellamy, previously a branch man- rr p Mister? saclay Retailing and April issues of Bu- 
poster by the Chicago artist, Haddon 4 e1 ~. —— _ — snl Pl a “- ager for Airway Appliance Com- In an advertisement signed by pera oe Pb fae . vo Rr 
Sundblom, grabbed the spotlight Von: sNsernetona aver — pany, has joined the WKRC sales Julius Klein, partner in the com- " * +} sahiehe ~ “as Ph } 
this week among medal awards P&@"Y: Aubrey, Moore & Wallace, staff. pany, the copy will ask: “Can you Merchandising, LP—-Gas Merchan- 
' nted at the 1942 exhibition of agency; D. E. Bailey, art director: ge cocina en use the part-time services of a first- dising, and National Furniture Re- 
pe x ate Paul Gerding, artist. Catalogs and Forms New A class sales force?” and will continue, View’. Ivey & Ellington directs the 
booklets: Hart, Schaffner & Marx; ; gency “If you have a non-priority line to Cleric account. 
Batten, Barton, Durstine & Osborn, Mi Bic cave eree sell to department stores, furniture omueregemeaeme 
agency; Dan Smith, art director; * TS é erusing, SS BOCR| aves ; ' anne danilor ie : 
Tay! r Poore, artist. Direct mail formed with offices in the Merchan- stores and appliance dealers— here Names J. J. Devine 
ae te lie cae “ dise Mart. The organization is 'S ® Teal opportunity for you. J. J. 


space in business papers to seek other compensation for their serv- 
other lines so that its sales organ- 


1) 


advertising art, sponsored by the 
Art Directors Club of Chicago. The 
exhibit, which opened yesterday at 
the Art Institute and is to continue 
through the remainder of the month, 


: hi Devine & Associates, New 
- . . > 7 4 Ne °erme “ago; ‘ . . 4 _ eo , » “Ar . ee 

includes 250 entries from Midwest- P'©C®s: pres ea. in, Chicago; headed by R. J. ¢ hristopher, for- The copy then recounts the abil- york, has been appointed national 

ern advertisers, agencies and artists. Harry Atkinson, ne., agency, merly with Henry S. Bunting Or- ity of the company’s 32-man staff representative for the Leader, Car- 


Mr. Sundblom presented the orig- Archie M. Schrom, artist. ganization. 


inal oil painting used for his prize- 
winning poster to Navy Secretary 
Frank Knox and Chicago Marine 
Corps officers last month (ADVER- 
TISING AGE, Feb. 16). The poster, 
in Marine colors, scarlet, gold, navy 
and sky blue, was adjudged the 
winner in the defense and war art 
division of the show. Honorable 
mentions in the class went to the 


and describes sales territory and bondale, Pa. 


s Hoover Company, for an advertise- 
h ment captioned “America’s Will to 
h Work”; the International Harvester 
- Company, for an ad depicting its 
d production of both tractors and 


- army tanks; and Esquire Publishing 
- Company for a defense advertise- 


1 ment. 

y Medal award winners in eight 
( other classes included: 

- Color’ illustrations Seiberling 


Rubber Company: Meldrum & 
- Fewsmith, agency; Joseph Few- 
- smith, art director; M. D. Charleson, 


a artist. 
e Black and white illustrations— 
d Commercial Solvents Corporation; 
d The Fensholt Company, agency; 
& Herbert Bielefeld, Inc., art direc- 
e ' tion; Paul Gerding, artist. 
: Color photographs Pillsbury 
’ Flour Mills Company; McCann- 


Erickson, Inc., agency; Thor Hauge, 
art director; A. George Miller, pho- 
tographer. 
; Black and white photographs 
it ' Community Fund of Chicago; Mont- 
\~ » gomery Ward & Co., acting as 
\- agency; M. Seklemian, art director; 
\- Karl Oeser, photographer. 
= Continuities — Hart, Schaffner & 
ns Marx; Batten, Barton, Durstine & 
Osborn, agency; Dan Smith, art di- 
rector; Thornton Utz, artist. 


0 Direct mail and catalogs—Hart, 

* Schaffner & Marx; Batten, Barton, 

1s Durstine & Osborn, agency; Dan 

10 Smith, art director; Taylor Poore, 

‘ad artist. 

d Posters or car cards — United 

: States Army Air Corps; Stanley Ek- 

man, artist. 
= « 
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DYNAMIC 


This ravishing lady was sketched ona tablecloth the Westinghouse station in his markets. His cur- 


SUBJECTS by J. T. Whackberry, eminent advertiser. rent findings are these: 
Authority on women, J.T.— Thinks about them MARKET STATION PRIMARY AREA 
in conferences. Dreams about them! MID-WEST - - - - - WOWO - 556,800 Radio Families 
NEW ENGLAND - - - WBZ 1,503,000 Radio Families 
A bit of Casanova in the old boy? On the con- ) me 
ne | | PHILADELPHIA - - - KYW - - - 1,289,000 Radio Families 
trary, J.T.’s interest is coldly scientific. To him, nich ae ‘ 
PITTSBURGH - - - - KDKA- - - 1,259,000 Radio Families 


woman symbolizes the Consumer. 


sale ie bins Using these stations as his instruments, J.T. has 
As an advertiser, his chief aim in life is chang- . . 
Nips mo achieved some genuine masterpieces of drawing. 
ing Consumers into his Customers. In this field 


So have many other Westinghouse advertisers. 
of applied art—well, J.T. really knows how to sell iittala: estinghouse advertisers 


draw! He just gets on the phone and looks up You, too, can draw! 


KAUFMANN FABRY — | ADIO 
S. WABASH AVE. CHICAGO ad 


WRITE FOR PHOTO LIBRARY 
OF 2000 SUBJECTS 
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March 16, 1942 


WHAT PROMINENT MEN 
SAY ABOUT YOUTH 


AND YOUNG AMERICA 


“I am sure that YOUNG 
AMERICA can help to play an 
important part in the tremen- 
dous task which our country 
faces and which will require all 
the spirit that every one of us, 
young and old, has to give.” 


ROBERT E, SHERWOOD 
DEPUTY COORDINATOR 
OF INFORMATION 


“YOUNG AMERICA is a 
swell name, for America as we 
know and love it is only 150 
years old—a wink of an eye in 
the contemplation of history! 
But our aspirations are old, as 
old as man himself. The ideals 
of another day have become, 
through YOUNG AMERICA, 
the rights of today. 

“The ones who shall keep 
these rights safe are young 
Americans. The importance of 
their contribution to the na- 
tional program cannot be over- 
counted. As they think today, 
so they will act tomorrow. They 
are about to receive a great 
heritage, but they must be 
schooled as to the responsibili- 
ties that go with that heritage. 

“YOUNG AMERICA is try- 
ing to help. I am sure it will 
be effective.” 


HERBERT BAYARD SWOPE 


“I am delighted to have the 
opportunity to tell you what I 
so often say to my associates 
here and to others—that I think 
you and your group are doing 
a remarkably fine job with 
YOUNG AMERICA * * * I 
think you have proven conclu- 
sively that there is a special field 
for your type of publication, 
and I will be glad to do any- 
thing within my power to fur- 
ther your program.” 

JAMES E. WEST 

CHIEF SCOUT EXECUTIVE 


“The task of teaching tomor- 
row’s voters the importance of 
our American freedoms and the 
American way of life is, indeed, 
an important one. You can 
surely feel that yours is a patri- 
otic undertaking.” 


ALBERT D, LASKER 
LORD & THOMAS 


“For many years we have re- 
garded your magazine as one of 
the finest and most outstanding 
youth magazines in the country. 
We were among the first to ad- 
vertise in its pages and have 
been represented there eversince. 

“Your healthy growth to the 
strong position you hold today 
has been due to the sound busi 
ness principles on which you 
have built, the fine quality of 
your work and its strong appeal! 
to the public. 

“Now, more than ever before, 
it is necessary to instill in the 
hearts and minds of the youth 
of America the ideals and in- 
spiration you have so ably ex- 
pressed in the past. May the 
good work go on for many 
years to come. Kindest re- 
gards.” 


OTTO SCHNERING 
CURTISS CANDY COMPANY 


THE PROBLEM 


Let's face facts. Hitler, Hirohito 
& Co. have turned the world upside 
down ... including our own business 
world here in America. 

“Business as usual” is undergoing 
a blackout. In its place we have these 
problems to consider: 

1. The production of many con- 
sumer products is being curtailed or 
cut out altogether. 

2. There is a tremendous shift in 
markets brought about by conscrip- 
tion and the demand for industrial 
manpower. 

3. There is the disturbing possibil- 
ity that many old, established business 
enterprises will not survive in the 
post-war world which lies ahead. 

Certain industries, of course, stand 
to be affected more or less by these 
problems than others. And yet, tak- 
ing American business as a whole, it 
is apparent that all of us must plan 
our programs with three major objec- 
tives in mind. 

The first is to whale the daylights 
out of the Axis Powers. 

The second is somehow to weather 
the storm and stay in business. 

The third is to build for a post-war 
world in which American Business 
will be allowed to carry its benefits to 
a new generation. 

The problem, of course, is: How to 
accomplish these objectives? 


THE SOLUTION © 


No ONE except a magician could 
prescribe a formula which would solve 
all the problems of American Busi- 
ness at this hour of history. 

And, yet, if there is any one idea 
which every business should consider, 
it is this: 

Now is the time for American ad- 


vertisers to turn to youth! 


A revolutionary idea? Let's apply 
it to each of the objectives of Ameri- 
can Business listed above. 


Kk * a 


The first objective is to whale the 


daylights out of the Axis. 


This calls for arms and fighting 


NOW IS THE TIME FOR AMERICAN 
A Message to Cleardk 


men ...and for morale on “The Home 
Front.” 

It’s on “The Home Front” that The 
Youth Market fits in. 

43,000,000 . . . or one-third . . . of 
all Americans are under the age of 18. 
21,000,000 are between the ages of 10 
and 18. 

American Business can make a tre- 
mendous contribution to morale by 
bringing its message direct to this lat- 
ter group of youngsters. They realize 
their stake in this war. And they want 
to know what is happening on the pro- 
duction lines of our country. 

The education of this vast segment 
of “The Home Front” is going to play 
an important part in winning the war. 
And it’s a job in which American 
Business can definitely help. 


* od 


The second objective of American 


Business is somehow to weather the 


storm and stay in business. 


Here, again, advertising to youth 
can play an important role. 

Consider, for a moment, the shift in 
markets brought about by conscrip- 
tion and the demand for industrial 
manpower. 

The family units least affected by 
this shift are going to be those in 
which there are youngsters under 18. 
To advertisers with products to sell 

. especially food and toilet article 
advertisers ... this “Young Family 
Market” must take on a new and vital 
significance. 

Any all-out effort to sell the “Young 
Family Market” involves advertising 
to youngsters directly. 


* 


The third objective of American 
Business is to build for a future in 
which it will be allowed to carry its 
benefits to a new generation. 

Here .. . beyond question . . . The 
Youth Market ranks first in impor- 
tance. 

Certainly it is for our sons and 
daughters that we are fighting to build 
a world of justice and decency and 
freedom. 

And just as certainly it is these 
youngsters who will determine the 
future of every American business 
when the war is over. 

Advertisers with vision should rec- 
ognize this fact . . . now, before it is 
too late. 


This, briefly, is the case for The 
Youth Market. We urge that every 
American advertiser consider it in its 
entirety. 


YOUTH PUBLICATIONS 


Tue publishers of YOUNG 
AMERICA feel that the youth job 
is so important that a broad list of 
youth publications should be consid- 
ered. 

The following, for example, would 
offer advertisers a combined circula- 
tion guarantee (ABC) of more than 
1,500,000. With extra readership they 
reach nearly one out of every four 
youngsters in the U. S. between the 
ages of 10 and 18: 

American Girl: Published by The 
Girl Scouts of America. Circulation 
guarantee (ABC) 200,000. 

Boys Life: Published by The Boy 
Scouts of America. Circulation guar- 
antee (ABC) 300,000. 

Open Road For Boys: Published 
by Open Road Publishing Co. Circu- 
lation guarantee (ABC) 300,000. 

Scholastic Magazines: Published 
by Scholastic Corp. Circulation guar- 
antee (combined ABC) 360,000. 

Young America: Published by 
Eton Publishing Corp. Circulation 
guarantee (ABC) 375,000. 


THE BEST PLACE TO REACH YOUTH 15 


HOME OFFICE—32 East 57th St, New York City 
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MDVERTISERS TO TURN TO YOUTH 


WHAT TEACHERS AND 


THEIR PUPILS THINK 
ABOUT YOUNG AMERICA 


roking Men of Vision 


YOUNG AMERICA 


We believe that the spearhead of 
any campaign addressed to young- 
sters should be YOUNG AMERICA, 
The National News Weekly For 
Youth. 


YOUNG AMERICA not only of- 
fers the highest ABC circulation 
guarantee in its field, but is definitely 
a new kind of publication for a new 
generation. 

YOUNG AMERICA is used in 
schools by youngsters and teachers 
...and then taken home for entertain- 
ment. 


Stockholders include, among others, 
one of the biggest names in Chicago, 
the greatest merchant in New York, 
one of the most prominent benefac- 
tors of Yale University, the youngest 
and most successful radio executive 
in America and the head of one of 
America’s greatest defense industries. 


EDITORIAL POLICY 


YOUNG AMERICA’s editorial 
formula is keyed to the modern tempo 
of news, civics, government and in- 
dustrial progress. 

60% of its content is devoted to 
educational material for use in school 
classrooms . . . including news and a 
center spread series entitled “Our 
Democracy.” The other 40% is de- 
voted to entertainment features in- 
cluding fiction, sports, movies and 


MERCHANDISING 


W aie YOUNG AMERICA 
has almost invariably “outpulled” all 
other youth publications on a com- 
petitive basis, it is able to offer adver- 
tisers a unique extra “plus.” 

This is YOUNG AMERICA'’s 
“Controlled Merchandising” opera- 
tion in school classrooms. 

“Controlled Merchandising” in- 
volves the personal demonstration 
and distribution of advertisers’ pro- 
motional material to teachers and 
their pupils. 

It is carried out by a full time, sal- 
aried staff of school representatives 


“The children and their par- 
ents are most enthusiastic about 
YOUNG AMERICA and I am 
delighted to have them use this 
means to keep in touch with 
world events and to imbibe good 
Americanism at the same time.” 


VASH SCHOOL 
CHICAGO, ILL. 


“YOUNG AMERICA con- 
tinues to grow in popularity 
here. The only complaint I hear 
is that unless they get a chance 
to read it at school they need 
not expect to get a chance at it 
at home since parents and older 
members of the family (as the 
youngsters put it) ‘grab it first!’ 
Having been most interested in 
its progress since its earliest 
days I once more add ‘contin- 
ued success and continued fine 


quality’ to YOUNG AMER- 
ICA.” 

JONATHAN MAYNARD 

SCHOOL 

FRAMINGHAM, MASS. 


“We recognize in your publi- 


y BACKGROUND radio, hobbies, contests, humor, etc. calling on superintendents, principals cation a chance to develop our 
- Youngsters love YOUNG AMER- and teachers. pupils into worthwhile young 
The publishers of YOUNG AMER- ICA because they feel it is their paper “Controlled Merchandising” is of- citizens.” 
J ICA are active young men backed by ...not only to study, but to read and fered gratis to many advertisers in RANDALL JR. HIGH SCHOOL 
- a distinguished editorial advisory enjoy. Teachers, on the other hand, YOUNG AMERICA. Among those rene See Se 
board and one of the most substantial are highly enthusiastic because they who have used it successfully are tian inn ea: bani didi 
d groups of stockholders in the U. S. find that YOUNG AMERICA fills a General Electric, Parker Pen, Lever for YOUNG AMERICA to 
- The editorial advisory board in- definite teaching need (see right). Bros., National Carbon and United come each Monday and I be- 
cludes Lowell Thomas, Dr. James E. CIRCULATION Air Lines .. . to name a few. lieve they are getting a great 
y West, Dr. Henry Noble Sherwood, a In certain cases YOUNG AMER- deal of good current informa- 
1 Dr. Wallace W. Atwood and Grant- The proof of the pudding is in the ICA is willing to test the “Controlled tion from the magazine.” 


land Rice. 


eating. On September 20, 1935, 
YOUNG AMERICA had 350 school 
subscribers. Today, less than seven 
years later, YOUNG AMERICA 
guarantees 375,000 school subscrip- 
tions weekly and is delivering well 
over that figure. 

YOUNG AMERICA is delivered 
directly to school classrooms, where 
its distribution is handled by teachers. 
These teachers . . . there are 30,000 
who use YOUNG AMERICA ... re- 
ceive absolutely no compensation for 
their efforts. 94% of all circulation is 
paid for by individual youngsters . . 
the other 6% by Boards of Education. 

The average age of YOUNG 
AMERICA’s subscribers is 13 years. 
They are divided equally between 
boys and girls. 

ADVERTISING 

YOUNG AMERICA advertisers 
have included American Telephone & 
Telegraph Co., General Electric, 
United Air Lines, General Mills, 
Philco Radio & Television, Parker 
Pen Co., Curtiss Candy Co., L. C. 
Smith-Corona, The Association of 
American Railroads, Standard 
Brands, U. S. Rubber Co., Hood Rub- 
ber Co., Sweets Company of America 
and a host of others. New 1942 ad- 
vertisers already include Westing- 
house and Talon. 


Merchandising” operation in advance 
so that potential advertisers may 
weigh its value for themselves. 

We believe .. . from experience .. . 
that advertising in YOUNG AMER- 
ICA, coupled with “Controlled Mer- 
chandising,” represents the most 
effective method there is of carrying 
a message to the youth market. 


~ CONCLUSION | 


Tuis message has been prepared 
with two purposes. 

The first is to set forth the tremen- 
dous importance of The Youth Mar- 
ket to American Business right now. 

The second is to establish the value 
of YOUNG AMERICA as an effec- 
tive medium through which to reach 
The Youth Market. 

Above all, we urge that American 
Business lay aside any preconceived 
impressions for a moment and con- 
sider the implications of The Youth 
Market as a whole. 

Many, we think, will agree with us 
that now is the time for American 
advertisers to turn to youth! 


It SCHOOL THROUGH YOUNG AMERICA 


—# 


7 


LOS ANGELES—1929 North Vermont Ave. 


SOUTH JR. HIGH SCHOOL 
WACO, TEX. 


“I like your magazine. It is 
the best one I have ever used in 
school and mine is a rural 
school.” 

GORHAM 
VAINE 


“We enjoy YOUNG AMER- 
ICA and get a great deal from 
it in connection with all our 
work.” 


THOMAS EDISON SCHOOL 
GLENDALE, CALIF. 


“Students enthusiastic about 
magazine — parents praise it in 
superlatives.” 


CENTRAL JR. HIGH SCHOOL 
SAGINAW. MICH. 


“I think your paper is the fin- 
est thing that has ever been 
presented to boys and girls in 
the line of current events and 
newspapers.” 


TOWNSEND STREET SCHOOL 
VILW AUKEE, WIS. 


“We would not consider tak- 
ing any other school paper— 
YOUNG AMERICA rates first 
place!” 


VILES AVE. SCHOOL 
HUNTINGTON PARK, CAL. 


“We enjoy your paper and 
the classes voted, by a large ma- 
jority, in favor of using your 
publication in preference to the 
others under consideration.” 


WHITTIER SCHOOL 
SIOUX FALLS, S. D. 


| _ seve i, fe Pea, cies 9 = Fe 7 i aR : a iS Jere oe Su a Mes Yi < : ‘ ain as — Dae ME ays sadlt if st 4 TO , fe t 
4 z ’ . aS - ‘ ‘ ae 
ee i ee 
: 19 = 
: A en Fy aa 
a 4 2 a 
| | Sie hy 
es ogee 
. | edt 3 me 
- _ 7 fan 
a 
_ a a a re Po Zz 
| | ee ze 
| | . 
: a : 
as 
> + 
| eae 
| Ts ae 
| 
, — a - 
4 — ian 
7 
e i a - 
4 eee 
1 a 
‘ igi 
a 
‘oe 
a 
7 Es 
*4 
: a ¢ 
a ae ae 
i 
7 
ae 
a : - 
mea Po , 7 
_ : 
ee 
7 ‘ : ¢ = 
i 2 
ae a ea | 
boat ~ gan * 
} gS 
: \ . 
4 
o4 \ : 
‘ + \ 
- 
= ~ 1 
| : y \ a 
; eon" | ee | 
: ’ E. 4 
A A . = . \ i _ an, Oe 
\% eS 
, a 
eee = \ 
- 7 | 
. : -» \ a 
a wet Pe > 
* a : : \ ' Bie 
2 -_ \ : e 
ee ss F n \ 
-_— 3 \ By 
4 a cane c \ a 
- oO fe. 
— = 
Paw a o4, 
> oo suBs > ey, ee 
400) —_— su 
4 ont THA® — 
wt F 4 _ mom 
4 P| — 
— 
—__qs Tle" oe 
=” 
ee 
* 
+Le 
Leste SR, i. OARS, RR 5c" dee Ertl en gt Te MES oe ek ea ee Ie Me at A Mla ier OS A ee ae ES 


oN hia Kee rt oe ge oe 
eg a ‘ = Ri. 


ore 


20 


ADVERTISING AGE 


if erchag, aS 


March 16, 1942 


piumbing and residential 
ization 


Clocks, 


Instalment Rules 
lightened; New 
Products Added 


Washington, D. C., March 
Instalment credit restrictions were 
tightened this week by the Federal 


watches and floor 


minimum 
cent. 


with a 
20 per 


regulated, 
payment of 
lawn mowers, 


also be restricted, 
down payment required. 
ll. Sellers whose products are 
ered by the amended 
will have 


A novel formula was 
lished to cover instalment 
of used cars. 
to make a down payment of 
third of the “appraisal guide” 

Minimum down payments will be Of the car, 
increased from 20 to 3311/3 per cent he agrees to 
on refrigerators, washing machines, praisal figure. 
ironers, vacuum cleaners, electric) Board will designate 


period on most regulated products, 
and added seven new types of mer- 
chandise placed under time - sale 
regulations. All changes take effect 
March 23 

the 


pay above 


cent. 
in view of the 
mand caused by the 
manufacture of new 


Use Novel Formula 
All products on the regulated list 
must be paid for within 15 instead 
of 18 months, except pianos, fur- 
naces, water heaters, water pumps, 


models 


Awards Poster Prizes 
Miss Ru Beuke of 


a $100 defense bond 


VITAL TO SMALL 


award. 


modern- 


cover- 
ings were added to products to be 
down 
Bicycles, 
silverware and pho- 
tographic equipment time sales will 
with a one-third 


cov- 
regulations 
until June 1 to register at 


Reserve Board which ordered the Federal Reserve Bank in their 
higher down payments on many district, and may operate until then 
articles, reduced the repayment Under a general license. 


also estab- 
buying 
A purchaser will have 
one- 
value 
plus any extra amount | 
ap- 
The Federal Reserve 
appraisal 


dishwashers, room unit air condi- Values on used cars in all sections of 
tioners, radios, sewing machines, the country. The system will take 
phonographs and musical instru- | effect April 1. 

ments. Down payments on plumb- If a buyer offers $800 for a car 
ing, water pumps, furnaces and the appraisal figure of which 
water heaters will be raised from | $600, the down payment would be 
15 to 20 per cent, and on home air | one-third of $600, or $200, plus the 
conditioning systems and attic ven- $200 excess over the appraisal 
tilating fans from 15 to 331/3 per) Value, or $400. The purpose is to 


retard price advances on used Cars, 
extraordinary de- 
cessation of , 
bot Hannigan has been named gen- 


Wichita’s East 
high school won the grand prize of 
in the poster 


ADVE TISE si contest conducted by the Kansas 
R R . Outdoor Advertising Association, 
You must have quality in lieu of quantity. Topeka, Kan. The contest was open 


Our 25 years’ experience enables average to all school children of the state, 
small advertiser to get 10% to 20% more and 33 winners of various prizes 
out of his appropriation. Write Cahall were named. Governor Payne Rat- 
Advertising Agency, Fox Bldg., Phila., Pa. ner, presented Miss Beuke with her 


DEPARTMENT eroxe SAL £5. SHOW 


¢ ae an = 


“JANUARY 1942, 


_ tremendous DOLLARTIVITY in 
- Norfolk. Department Store Sales _ 
up 49% in January ‘41... up 56% in 
January ‘42... January business 
more than doubled in two years! _ 
Just tell ‘em and you'll sell ’ em 


| re ALL ae Hon oF 
oar 115,000 


NORFOLK LEDGER- DISPATCH 
NORFOLK VIRGINIAN- PILOT 


im | REPRESEN TED oY THE Jo HN BUDD COMPANY 


Admen in the 
Armed Forces: 


Mortimer Berkowitz., Jr., for the 
past year with the New York sales | 
staff of George A. 
McDevitt Com- 
pany, publishers’ 
representative, 
mrecently was 
® commissioned an 
* ensign in the U. 
|S. Navy and re- 
ported immedi- 
ately for service, 
with the Fleet 
Maintenance Di- 
vision in Wash- 
ington. 

Ensign Berko- 
witz, who is a 
son of Mortimer 
Berkowitz, general manager of The 
American Weekly, formerly served 
with the circulation department of 
the Westchester County, N. Y., 
newspapers, with the Boston Her- 
ald-Traveler, and Cleveland News, 
and with the local advertising de- 
partment of the New York Post. 

C. N. Parker, Jr., president of 
Maynard Boyce, Inc., Los Angeles, 
was called to duty March 1 as a 
commissioned Army officer. P. Tal- 


Berkowitz, 
Jr. 


Mortimer 


Maynard 
Coach Ad- 
was an- 
there has 


eral manager of both 
Boyce and Boyce Motor 
vertising Company. It 
nounced, however, that 


been no change in ownership or 
officers of either organization. 
With a special “Fall In” mailing 


to clients, prospects, suppliers and 
friends, Capt. Ross H. Wilson an- 
nounced that he had been ordered 
to active duty March 17 at Fort| 
Benjamin Harrison, Ind., and that 
the Wilson Advertising Agency, 
Cincinnati, would put its affairs 
“into storage for the duration.” 
“We are proud to say,’ he added, 
“that our clients (God bless *’em) 
have without a single exception as- 
sured us that the Wilson Advertis- 
ing Agency will get their accounts 


|back when we return from this bit 
of Jap slapping we have on hand.” | 


R. D. Jordan, assistant manager | 
of the industrial division in General | 
Electric’s advertising department, | 
Schenectady, has been called to ac- | 
tive duty with the Signal Corps as 


a first lieutenant. Lieut. Jordan re- 
ported at Fort Monmouth, Red 
Bank, N. J., and was then trans- | 


ferred to the Signal Corps staff in 
Washington. 
Herbert M. Stein, account execu- | 


‘tive with A. W. Lewin Company, 


Newark, has been called to active | 
duty as ensign in the Navy. | 

Carlton G. Ketchum, vice-presi- | 
dent of Ketchum, MacLeod & 


|Grove, Pittsburgh, and president of | 


Ketchum, Inc., 
raising company, 


institutional fund- | 
has been commis- | 
sioned a lieutenant-colonel in the 
Army Air Corps. He has _ been 
granted an_ indefinite leave of 
absence from the agency and his | 
duties have been taken over by 
Norman MacLeod, vice-president. 
Lieut.-Col. Ketchum heads the field | 
unit of the Officers Procurement and 
Appointment section. } 

Herbert Ringold, radio director of 


Philip Klein Advertising Agency, 
Philadelphia, will leave soon for 
Washington to join the public rela- 
tions department of the Army Air 
Corps. 

Emil Kuacz and Herbert Berg- 
man, members of the advertising 
department of the Union, Spring- 
field, Mass., have enlisted in the 
Army. 


Harvey E. Roesler, formerly pub- 
lic relations executive in Hartford, 
Conn., enlisted in the Marine Corps 
and has been appointed to the 
Springfield recruiting district head- 
quarters as publicity sergeant. 

Harlan Walker, recently director 
of pictorial publicity for Chevrolet 
Motor Division at Campbell-Ewald 
Company, is now a captain in the 
Air Corps public relations depart- 
ment at Wright Field, Dayton, O. 

C. H. Macfarlane, who handled 
Hudson Motor Car Company pub- 
licity for Brooke, Smith, French & 
Dorrance, is in Washington working 
for the Army press relations depart- 
ment. 


—— 


TECHNOCRATS ISSUE ALL-OUT APPEAL 


TECHNOCRACY 


t rges 


‘Total Conscription 


Of Men, Machines, Materiel, and Money — With National Service from All and Profits to None! 


America Mast Liquidate ita Pro-Pasciats at Home... 
«++ Before it Can Deteat Uta Fasciat Enemies Abroad! 


E HNOCRACY Seations from Const te Coast 
extingstd Seatigeaten 
T C Inc. ISSEast aath St. New York NY 


Opes Your Action Rests the Fate of the Nation — it's Your Move, North Americens pe 


Interest in Tech- 

nocracy, Inc. 

was revived last 

week with this 

full page in the 

oo New York Times 

: placed direct by 

. the New York 

branch of the so- 

ciety. The Tech. 

nocrats urge 

drastic conscrip- 

tion for the war 

effort, ‘with na- 

oon: tional service 

from all and 

profits to none." 

ychng Other branches 

= throughout the 

“os country have 

placed copy in 

newspapers of 

major cities, all 

one-time shots, 

marking first use 

of paid space by 

the group. Spot 

d — radio also will be 
used. 


| New 


|Rodgers & Warren, 
New Agency, Launched 


Rodgers & Warren, New York ad- 
vertising agency, has been launched 
with offices at 274 Madison avenue. 
Jerry Rodgers, formerly secretary- 
treasurer in charge of production at 


Van Dolen, Givaudan & Masseck, 
New York, has been named presi- 
dent. 


Martin Warren, formerly account 
executive and merchandise director 
at James M. Hyman Advertising, 
York, has been elected secre- 
tary-treasurer and Frank Farrel, 
previously art director at Grey Ad- 
vertising Agency, New York, has 
joined the new agency in a similar 
capacity. 


Heads McKinney Branch 


Charles D. Buddle, formerly in 
the organization’s New York office, 
has been appointed manager of the 
Chicago office of J. P. McKinney & 
Son, newspaper representative. 


Starts Weekly Digest 


In order to maintain weekly, 
issues during the emergency, Auto- 
motive News, Detroit, will publis! 
a “Digest Edition” on alternate 
weeks. This is a single sheet con- 
taining highlights of the news in 
condensed form, and carrying m 
advertising. First digest numbe: 
was dated March 2. Alternat 
weekly editions will carry news, 
illustrations, regular department: 
and advertising as heretofore. Edi- 
torial policy has been broadened to 
include ordnance and aircraft news 


Lasker Advanced 

Peter Lasker has been named 
manager of the car card division 
of Station WLW Promotions, Cin- 
cinnati, succeeding Ralph Heaton, 
resigned. Mr. Lasker was formerly 
sales representative in the Dayton 
territory. Sales offices of the WLW 
car card division will be moved 
from Cincinnati to Dayton. 


eo 2 Stores renewed spot and 


m® 2 Stores bought new strip 


W hat better recommendation 
than from advertisers who 
must get results, and fast! 


THE KATZ AGENCY 


New York * 
Kansas City 


$000 WATTS 


In the last 6 months: 
program schedules! 
programs! 


1 Store more than quadru- 
pled its WCAE budget! 


Write or Phone 


Detroit + Atlanta 
San Francisco 


Chicago * 
* Dallas + 


1250 K.C. 


_ PITTSBURGH, PA. 
MUTUAL BROADCASTING SYSTE 
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Reported by the 
= Edited by RALP 


How Britain Converted 
Four major steps used in the con- 


version of normal civilian opera- 
tions to all-out war production in 
ain are outlined in an article 


Bri 
in the March Mill & Factory by Sir 
Clive Baillieu, director general of 
the British Purchasing Commission. 


The first step was outright govern- 
ment control of all essential raw 
materials. Second, drastic limita- 
tio! of consumer goods. Third, ! 
concentration of essential civilian 
manufacture in the fewest possible 
factories. Fourth, complete govern- 
me! control over all factories, 
warehouses, and machine tools. 


In concentration of the civilian 
ufacture in a few plants, begin- 

in 1940, the Board of Trade 
made a monthly census of 24 indus- 


tries to find out where idle labor 
was available, what products and 
how much were being made for 


what markets, the size and type of 
the premises, and how many hours 

; day the plants were idle. This | 
showed where idle men and ma- 
chines were and where capacity 
was being used in non-essential 
production. The supply ministries 
were then given detailed descrip- 
tions of these facilities so that war 
goods which would entail a mini- 
mum of changeover and labor train- 
ing would be made in each one. 
Contracts also were diverted from 
overloaded industrial areas to these 
districts. By December, 1940, all 
industry was given the 
choice of specializing in production 
for export and essential home pro- 
juction, or converting to war work, 
r extinction. 

In March, 1941, the nucleus sys- 
tem was made mandatory. The 
most efficient plants in a_ given 
industry took over the entire load 
in order to free every possible man, 


}machine, and square foot of plant 


immediately 


for This 
150,000 


and women 


war production. 
released 


men 


step 
ma- 


chine-trained for 


}essential jobs and hundreds of thou- 


Hsands more later on. 


Sof 1941 a 


§ civilian 


) production 
Ss lions 


By the end 
quarter of the entire 
population of the United 
Kingdom had been shifted into war 
in addition to the mil- 


who were engaged in war | 


» work before these steps were taken. 


More than 1,000,000 women who did 


} not work in peacetime had been put 


to work in ammunition factories, 
nd one-fifth of all the population 
vere forced to leave home and fam- 
ly because they were needed else- 
vhere 

* * * 

Every accident that removes a 
key man from industry or the fight- 
ng forces definitely hinders the na- 
tion’s war efforts, declares W. H. 


— 


In St. Louis 


SPORTS 


| 


Network Station 
1 LOUIS | 


hit 


-— MUTUAL 


The Business Digest 
Significant Developments in Trade and Industry as 


Business Press 


H O. McGRAW 


|Cameron, managing editor, “Public 


Safety,” in the March issue. Civil- 
ized people, he says, must cling to 
certain basic ideals, in peace or in 
war. One of these ideals is that 
human life is never cheap and must 
not be sacrificed needlessly. 

of & * 

A new collapsible tube metal has 
been developed by a New England 
manufacturer, according to a report 
in Steel for March 9. It has all the 
characteristics of appearance, plia- 
bility, and strength of the metal 
now being used for the purpose. 


It comprises a blend 
metals which are processed by 
melting, mixing, tempering, and 
toughening by a new formula. The 


of available 


tubes will protect the materials 
usually packaged in that type of 


container just as efficiently as ever, 
even those containing strongly acid 
or alkaline characteristics. 
* 1 ok 

While industry is giving its undi- 
vided attention to stepping up war 
production as requested by Donald 
Nelson, it should not be distracted 
by legislators or government offi- 
cials questioning the validity of 
sales, promotion and advertising 
activities during the war, asserts 
James H. McGraw, Jr., president, 
McGraw-Hill Publishing Company, 
in a special editorial now appearing 
as an insert in all of its business 


publications. “For they know that 
it is by such measures alone that 
any Management can hope to con- 
serve—while its business goes to 
war—the values it will need when 
it returns to civilian service,” he 
explains. 

“That is why,” he continues, “I 
ask government to do all it can to 
allay such uncertainties, to reassure 
business of its desire to help con- 
serve those intangible assets that 
mean so much to business security. 
For that, I believe, will strengthen 
the hand of management in a big 
way as it goes all-out on the vital 
job Donald Nelson has staked out 
for industry.” 

* * * 

While acknowledging the useful- 
ness of glider planes now being 
built for use by both the Army and 


Navy, American Aviation for March 
1 suggests that the light plane 
should be pressed into service for 
quick transportation of troops over 
relatively short distances. The small 
plane industry has a capacity of 
about 2,500 units per month. The 
“grasshoppers” are now being used 
at the aerial observation school at 
Fort Sill. The publication warns 
it will not be long until Hitler will 
be using the light plane, just as he 
has been the leader in using gliders 
for military use. 


Simpson Opens Agency 

Brad Simpson, formerly program 
director of WKRC, Cincinnati, has 
resigned to open his own advertis- 
ing agency in Cincinnati. Syd Cor- 
nell succeeds Mr. Simpson at 
WKRC. 


Driving Boiler 


things we need. 


stocks, 


Rivets by Sledge 


was S-L-O-W and (Costly. § 
but Compressed Air changed that. (7) 


The use of pneumatic tools instead 
of man-slung sledge-hammers for driv 
ing boiler rivets is just one of the in 
numerable examples o} progress made 
by modern Industry in speeding up 
manufacturing and lowering costs of 


Another pioneering achievement of 
prime importance lo every user of 
printing paper was Consolidated’s de 
velopment and perfec lion of a method 
of making enamel coated papers so eco 
nomically that they could be sold at 
prices previously asked for uncoated 


oladaled LONI Papers 


AT UNCOATED PAPER PRICES 


* To reproduce pictures accurately ... whether of people, products or scenes 


... fine halftones have been perfected to an almost incredible degree. But fine half- 


tones require the use of a coated stock which will bring out all their fine details and tone 


gradations. * Today .. . because of Consolidated Coated ... enamel paper capable of 


the highest quality printing results is available for liberal use even by those who must 


figure paper budgets closely. * And let's not forget that any invention, method or process 


which makes things quicker and at less cost actually releases many man- or machinery- 


hours which in these critical times can be diverted into direct defense efforts. So in that 


sense Consolidated’s achievement of years ago can be considered Pioneering for Defense. 


Among the 4 grades of Consolidated Coated there is one just right for almost every job. 
Stocked and sold by leading paper merchants in the important cities throughout the country, 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 


135 SO. LA SALLE ST., CHICAGO 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Back to the Wall 


To the Editor: There’s a good 
one, on pages 34-35 of the March 24 
issue of Look, that won’t get by 
many of your readers if you repro- 
duce it without comment. The head- 
line, “They’ve got me with my back 
to the wall,” seems to fit pretty well. 

DAN SMITH, 

Phil Gordon Agency, Chicago. 


A Positive Program 
for the Ad Council 


To the Editor: In your Feb. 23 
issue, Copy Cub makes this com- 
ment, “The new Advertising Coun- 
cil has a big job ahead, but nobody 
seems to know exactly what.” 
Apparently he noticed, as I did, that 
when announcement of the Council 
was made, there was no accom- 
panying statement as to how this 
body viewed the industry’s role in 
the war, on what premises it would 
base its relations with the govern- 
ment, and just what specific objec- 
tives it will seek to achieve. 

Usually the formation of such an 
organization is presaged by consid- 
erable open debate as to need for it 
and what program it ought to adopt. 
This discussion has been singularly 
absent from our industry journals. 
I cannot believe that leaders in 
advertising do not have very defi- 
nite convictions as to how the in- 
dustry should participate in the 
government's war promotion. Then | 
why the hesitancy to express those 
convictions? 


Perhaps it will do no harm to| 
start the ball rolling. As I see it, | 
a war of such proportions as this) 


one, requiring such an upheaval in 
our social and economic life, is 
going to demand much more gov- 
ernment promotion than was ever 
known before. Probably the effort 
of just these last three months, had 
it been all placed through agencies, 
would have run to many millions 
of dollars. 

Apart from two or three enlist- 
ment campaigns, most government 


promotion has been on a hit or 
miss, “gimme, gimme” basis. It is 
a wasteful basis for the govern-| 


ment. And, if followed over a con- 
siderable war period, it will tax 
both the purses and dispositions of 
the advertising agencies, 
tions, radio facilities, actors, artists, 
etc., who now are so readily answer- 
ing the government’s call. 

I'd say the government has 
largely gotten its promotion off on 
the wrong foot, primarily because 
it has underestimated the job. 
Wouldn't it be good patriotism as 
well as a sign of health and vitality | 
in the industry to point this out to | 
the national administration? Our) 
many diverse interests are now! 
pulled together to act through the 
Advertising Council. Here’s one 
who wants to suggest to the Council | 
that as quickly as possible it de- 
velop a positive program. 

F. A. ELsey, 
New York. 


- v 


“Warwinning Work” 

To the Editor: Many people that 
I have talked to have not been com- 
pletely satisfied with the terms “de- 
fense work,” “defense plants,” etc., 
as they seem to feel that these 
terms do not adequately express the 
true function of the work that is 
being done or that the country 
wants to do. 

I would therefore like to suggest 
that the term “warwinning” be sub- 
stituted so that we talk of “war- 
winning work” and “warwinning 
plants” with “warwinning con- 
tracts,” as I feel that this term has 
connotations of forceful action 
which the other, more passive terms 
lack. 

The term “warwinning work” 
was first used by Charles D. Karr, 
president of our company, in in- 
structing that the. company turn 
over its facilities immediately to 
any type of warwinning work that 
can be obtained. 

We are asking all of our people to 
use this term in discussing or writ- 


| attached 


publica-|each of 


| The 


PAULETTE GETS "AUTHENTIC BROOKLYN BIRD" 


So the Cardinals Are the Favorities, Are They? 


They oe met te Lorry MemPie! Prevater' of the Bromitye Lodger. 


— 


ae 


The makeup man produced this juxtaposition of a story in the March 24 issue of 


Look, recounting the habits of Brooklyn 


Dodger fans, and a Paramount advertise- 


ment in which Paulette Goddard, talking about other things, exclaims, ‘They've 
got me with my back to the wall!” 


| ing about warwinning work that we 


are now engaged in and the addi- 
tional warwinning work that we 
want to do. 

ROBERT K. MASON, 


PTA associations, and the clergy. 
The program was given radio 

publicity and was written up in the 

Journal of the American 


A—The famous and much used 
“Square Knot” which will not slip | 
and which the artist may have 
thought he was drawing. 

B—The “Sheet Bend” which is 
also similar to the knot in the illus- 
tration, but stronger. This is gen- | 
erally used in tying together two 
ropes of different thicknesses. 

C—The “Thief Knot” like that in 
the illustration, which is good for 
nothing. 
| For your own edification, get a 
|'Handbook for Boys from some 
Scout and look it over. It will be 
|worth your while. And it might 
be interesting to your advertiser to | 
know that he slipped, just as his | 
artist’s knot will slip. | 

ALEX W. BEALER, 
Atlanta, Ga. 


| v v v 


“Production—the 
Heart of Defense” 


To the Editor: 
| Highlights” is merely a little two- 
by-twice publication with a circu- 


| lation of only about 300 outside the 


Medical) 


Association; the Illinois Public Wel-| 


| Steel City Electric Company, sug- | 


Advertising and General Sales fare bulletin; and I am told that 
Manager, Spring-Air Company, Time magazine is planning to do| 
Holland, Mich. something on it. Miss Edith Mae} 
,ve¢ Knight, civilian defense secretary 

to Mrs. Roosevelt before the latter 

The Bondwagon resigned from that capacity, wrote 
To the Editor: You have un-| to state that the first lady was in- 


doubtedly seen a good many tie-ins 
with the distribution of United 
States defense bonds and stamps for 
various purposes, but we offer the 
masthead as a_ possible 
new twist to this. 

Monthly we run a contest among 


ON THE BONDWAGON ! 


WITH THE MONTHLY 


terested, and would like a complete 
report on our program. 
ately upon receipt of it, 
acknowledged it personally. 
EDMUND R. FAULKNER, 
Promotion Manager, Waukegan 
News-Sun, Waukegan, III. 


’ v v 
‘The Ties That Bind 
To the Editor: In these solemn 


days there is no room for mistakes, 
and as was quoted in Rough Proofs 
in your Feb. 16 issue, ““‘Who is the 


Immedi- 
she | 


partner of sabotage?—it’s careless- | 


ness.” That being an undeniable 
truth, something should be done to 
convince the Cleveland Press that if 
our salesmen for quota perform- the ties are no stronger than the 
ance, and award substantial sums Knot shown in their advertisement 


for first, second, and third place, in 

several salesmen’s cate- 
Last year we called this 
contest a “Sweepstakes.” 
masthead which we use 
monthly for listing of winners and 
other pertinent information relative 
to sales activities, will give you an 
idea as to how we are carrying thi: 
on this year. 


gories. 
monthly 


C. C. AGATE, 
Advertising Manager, Piel Bros.. 
Brooklyn, N. Y. 
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Promotion Draws Acclaim 

To the Editor: We have just com- 
pleted what we believe to be a 
unique promotion, one which was a 
complete departure from the hack- 
neyed. It was of great service to 


our readers in these troubled times. | 


More than that, it was a terriffic 
goodwill builder for the Waukegan 
News-Sun, and proved to be of 
great material benefit to our mer- 
chants. 

The promotion, in brief, was to 
bring the facilities of the Illinois 
Neuro-Psychiatric Institute, a vital 
part of the state’s $60,000,000 med- 
ical center at Chicago, to our Lake 
County readers. We elicited the 
services of Dr. Harry R. Hoffman, 
head of the Institute. With the co- 
operation of Rodney H. Brandon, 
director of public welfare, state of 
Illinois, and Gov. Dwight H. Green, 
he and members of his staff of 
highly-specialized psychiatrists pre- 


sented five weekly lectures at a local! 
theater on subjects relating to hu-| 


man behaviorism. 

We called the promotion the Hu- 
man Relations Institute. From its 
very inception it was exceedingly 


on page 22, then the United States 
is in one hell of a fix. 

It is quite evident that the Press 
artist, as well as the advertising 
man who checked this art work, 
were not Boy Scouts because they 
would certainly have known that 
the knot shown is a “thief,” notori- 
ous for not holding. In an effort to 
convince you, with the hope that we 
can really make the ties stronger 
than ever, I enclose three knots, 
loosely tied, for your inspection: 


| 
| 


|manufacture of metal 


Pittsburgh district, it cannot give | 
the slogan and design coined and | 
suggested by J. R. Richards the| 
publicity it deserves. 

There is some real thought food 
in his slogan, which we featured on 
our February cover and as it is not | 


As “Advertising | advertisement in the Feb. 


—— 


* “THIEF KNOT" 


This knot, illustrated in a Cleveland P-ess 


16 issue of 
Advertising Age, is a “thief knot’ and 
"good for nothing,” a reader good. 
naturedly claims. He suggests a square 
knot or sheet bend to back tne head!ine, 
"The ties are stronger than ever.’ 


lease their own allotments of cans 
to makers of products whith require 
metal containers. 

We, as the world’s largest manu- 


a commercialized idea you might | facturer of waterpaints, in order to 


find it worth comment in your | 
excellent publication. 

Mr. Richards, a vice-president of | 
gested this: “Production, the Heart 
of Defense.” And he proceeded to | 
illustrate it with a sketch of Uncle | 


Sam in working clothes, with a 
heart as a background. While we | 
realize that slogans never won a\} 


war, they have stirred those engaged | 


in war to greater action, and we 
believe Mr. Richards’ thought-in- 
spiring slogan should occupy a 


prominent space in every factory 
and office in the country. 
GEORGE L. KINTER, 
Publisher, “Advertising High- 
lights,” Pittsburgh, Pa. 


> | F 


Tin Shortage Brings 
New Wesco Campaign 

To the Editor: We wish to call to 
your attention a _ situation which 
may be worthy of editorial men- 
tion. 

A shortage of materials for the 
containers 
the War Production 


exists, and 


| Board has restricted the use of tin’ 


cans. Metal containers will con- 
tinue to be available, in controlled 
quantities, for food products, oil, 
paints, and other essential com- 
modities, but supplies available may 
not meet everyone’s requirements. 
It would seem, therefore, that 
manufacturers of products which 
can be packaged otherwise than in 
metal should convert their packag- 
ing methods at once in order to re-| 


cooperate with the oil paint in- 
dustry and with other manufactur- 
ers of essential commodities, are 
taking the following action: We 
are now developing an advertising 
campaign which will urge consum- 
ers to release metal containers fo: 
use in other industries by not buy- 
ing our casein paint in paste form 
which must be packed in cans. We 
are assuring our customers that i 
its dry powder form (in which we 
can and do package it in cardboard 
cartons) this product performs ir 
every respect as well as the paste 
and pointing out that by specifying 
the dry powder form the consume: 
can release metal containers for us 
in packaging foods, oil paints, and 
other materials essential to ow 
war effort, and assure himself of : 
dependable and continuous suppl) 


|of casein paint. 


First step in our campaign wil! 
be window posters and _ counte! 
cards which will be displayed i 
thousands of stores throughout the 
country early in March. Copy wil 
point out the desirability of con- 
serving metal by specifying the 
cardboard carton of paint in powde 
form. We plan to follow up the 
poster campaign with busines 
paper space spread over a numbe! 
of publications and featuring a re- 
production of the poster with a ver 
few words of copy. This will ap- 
pear in the March and April issue 
of various trade journals. 

D. K. STANFORD 

Advertising Department, Wesco 

Waterpaints, Inc., East Boston, 

Mass. 


well received by our readers, the| 


Lake County Medical Association, 
dignitaries at Fort Sheridan and 
the Great Lakes Naval Training 
Station, civic and service clubs, 


BALTIMORE 


Mutual and Maryland Coverage Network 
NATIONAL 


REPRESENTATIVE: JOHN 


COVERING MARYLAND! 


BLAIR & CO. 
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CLOTHES SAVING 


oc —— 


THE STORE FOR MEN 
MARSHALL FIELD & COMPANY 


\-MARSHALL FIELD & COMPANY 


Qe HE STORE TOR MI 


Actual ways of preserving men's suits are 
presented in this unusual copy, carried 
in Chicago newspapers last week by 
Marshall Field & Co. Field's Store for 
Men limits its sales message to this ad- 
vice—"when you buy new clothes, we 
believe that, now more than ever, it is 
important to buy the best quality you 
can afford.” 


Claims Deception 
in Marketing of 
‘P & S’ Brushes 


Washington, D. C., March 12.— 
Associated Merchandising Corpora- 
tion, New York, Owens Staple-Tied 
Brush Company, Toledo, and 21 
major department stores in 17 cities 
ran afoul of the Federal Trade 
Commission today in connection 


oe 


with the marketing of a private 


brand of tooth brushes. 


» The brushes, sold under a “P &| 


S” brand name are made by Owens 
and distributed by AMC to the 

| stores for which it acts as a buying 
agency. The complaint charges the 
manufacturer, distributor and re- 
tailers with misrepresenting “P & S” 
brushes as “sterilized’’ when that is 
not a fact. 


AMC outlets named are: Abra- | 


ham & Straus, Inc., Brooklyn; L. S. 
Ayres & Co., Indianapolis; Bloom- 
ingdale Bros., Inc., New York; 
Herzfeld-Phillipson Company, Mil- 


pany, St. Louis; Strawbridge & 
Clothier, Philadelphia; John Shillito 
Company, Cincinnati; R. H. White 
Company, Boston; William Taylor 


Son & Co., Cleveland: and Thal-| 


heimer Brothers, Inc., Richmond. 

According to the complaint, 
Owens makes tooth brushes ex- 
clusively for these stores, marketed 
variously as “P & §S sterilized tooth 
brush guaranteed”; “Guaranteed P 
& S Purity and Safety — Steri- 
lized”; “Genuine P & S—Private 
Seal Bristle’; and “P & S—Purity 
and Safety — Guaranteed — Steri- 
lized.” 

Such advertising, in FTC's view, 
represents that the brushes have 
been subjected to a process whereby 
all disease germs and bacteria have 
been destroyed, and that the brushes 
are sterile and free from germs 


when they reach the consumer. 
Actually, says FTC, such is not the 
case and the claims “have a ten-| 
dency to deceive buyers.” 


OPA Appoints Kolb 


Carl R. Kolb, sales promotion 
manager of Frosted Foods Sales 
Corporation, New York, has been 
appointed food price administrator 
for the New England area of the 
Office of Price Administration, 
Washington, D. C. Lyman Temple- 
ton, formerly a member of the 
Frosted Foods sales staff, will take 
over Mr. Kolb’s duties during his 
absence. 


Gets Microfilm Account 


Microstat Corporation, Norwalk, 
Conn., microfilm, has named Oswald 
Advertising Agency, Philadelphia, | 
to direct its account. 


lines the next week, so that over 


Nine Markets an eight-week schedule Jewel runs 
6,400 lines in each market. 
Share New Jewel The copy offering the electric 
* food mixer follows the Jewel prac- 
Tea Promotion tice of “premium first.” Customers 
Barrington, Ill., March 12.—Jewel | are given the premium with initial 
Tea Company has expanded its | orders and obtain the necessary 
spring campaign and is using news- | Credit with subsequent purchases 
papers in nine cities to promote an| from wagon distributors who sell 
electric mixer as a premium. Al-| to them. 
though newspapers bear the brunt! Schwab and Beatty, New York, is 
of the drive, cooking schools and| the agency. 
telephone solicitation will also be 


employed. | __, Haight Joins Hammond 
The copy, which runs in Fort cs ‘o.. New York 
Worth, Toledo, Memphis, Tulsa, Cc. S. Hammond & Co., New York, 


FI: map publisher and printer, has 

“+! appointed Douglas H. Haight to the 
: newly-created post of sales develop- 
apolis, is scheduled so that 1,000-| ment executive. He was formerly 
line advertisements appear one| sales manager of Matthews-North- 
week, and two insertions of 300\rup Works. Buffalo. 


Columbus, O., Jacksonville, 
Youngstown, Reading and Indian- 


nei Sue 
” oe 


———_ 
"HOUSTON, TEX 


waukee; Bullock’s, Inc., Los An-| 


geles; Burdine’s, Inc., Miami; Em- 
porium-Capwell 


Corporation, San | 


Francisco; Dayton Company, Min- | 


neapolis; Wm. Filene’s Sons Com- 


pany, Boston; B. Forman Company, | 


New York; Joseph Horne Company, 
Pittsburgh; J. L. Hudson Company, 
Detroit; Hutzler Brothers Company, 
Baltimore; F. & R. Lazarus & Co., 
Columbus; Rike - Kumler Company, 
Dayton; Stix, Baer & Fuller Com- 


——_ 
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CANTON, N.C. 


: 
; 


HLLE) WIN WARS 


Peacetime demands for 


more materials and more speed sug- 


gested short lines of supply and determined the locations of 


Champion mills. Hamilton is overnight from the largest in- 


dustrial and printing centers of America, while the mills at 
Canton and Houston are in the heart of timberlands, and 
near to other raw materials. In wartime, all America profits 


by such wise Champion 


precious transportation 


plosives, and paper for 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


planning; gains vital speed and saves 


facilities as the Champion organiza- 


tion rushes the manufacture and distribution of pulp for ex- 


Government and essential industries. 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C. . . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
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Publishers, Guild 
Oppose Job Manual 


Both employer and _ employe 
groups have objected to a tentative 
plan drawn by the Wage and Hour 
Division, Department of Labor, for | 
classifying newspaper workers for 
exemption from the wage and hour 
law. Publishers contended in a 


statement submitted on behalf of 10 | 


associations that specific 
tion of newspaper 
most impossible. 
The American Newspaper Guild 
also objected in part to the govern- 
ment proposals. A statement read 
at the hearing claimed that a “tre- 


classifica- 
employes is al- 


mendous amount of clarification” is | 


necessary if job classifications are 
to be of any value. The guild also 
objected to excluding certain em- 
ployes because of their titles, and 
expressed alarm at the plan to “la- 
bel jobs rather than simply to de- 
fine jobs.” 


Leithead Joins WPB 

Barry T. Leithead, sales manager 
of Cluett, Peabody & Co., New 
York, has been granted leave of 
absence to serve on the War Pro- 
duction Board in Washington, D. C. 
Arch L. Thiele, formerly a member 
of the sales staff, succeeds Mr. Leit- 
head. 


COVERS 
RICHMOND 
AND NORFOLK 


VIRGINIA WITH 
50,000 WATTS 


DAY AND NIGHT 
PLUS COLUMBIA 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 


Kastor Program, 
| ‘Meet Your Navy,’ 
Gets Big Response > 


Chicago, March 12.—A _ growing 
list of letters praising the agency 
testified this week to the success 
of a sustaining program, “Meet 
Your Navy,” presented over more 
than 200 radio stations through the 
| efforts of H. W. Kastor & Sons Ad- 
vertising Company. 

The program was originated by 
R. G. Jennings, Kastor vice-presi- 
dent and radio director, as a means 
of supporting the Navy and at the 


same time presenting a morale 
series which would build station 
audiences. 


The initial “live” broadcast, over 
Station WLS, Chicago, originated at 
the Great Lakes Naval Training 
Station Jan. 5. Now—with wide- 
spread acceptance of the program 
as a sustaining feature—it is broad- 
cast over the original station as well 
as more than 60 other Blue Net- 
work stations, and presented by 
transcription at almost every hour 
of the day and night, by 151 other 
stations in the naval district. No 
commercials are permitted. 

Secretary of the Treasury Mor- 


|genthau and Secretary of the Navy 
| Knox gave the series a boost with 
| statements aired from Washington. 


| Other 


|cluding a 


prominent speakers are co- 
operating in the series. Bluejackets 
themselves provide the talent, in- 
full-fledged band and 
choir at Great Lakes. Indicative of 
the interest in the series is the use 
of transcriptions by as many as half 
a dozen stations in the same city, 
and the use of each transcription 
twice a week by another station. 
Two Honolulu stations, KGU and 
KGMB, currently are airing the 
program in mid-Pacific. 

Ben Green, in charge of the pro- 
duction for Kastor, said present 
plans call for indefinite extension 
of the weekly series, now broadcast 
at 7:30 to 8 p.m., CWT. 


SAN DIEGO 


¢ Big enough and busy enough 
to be on your “A” schedule. 


e Definitely NOT a “by-product” 
of your other Southern 
California advertising effort. 


San Diego is moving rapidly into position 
as one of America’s first 25 cities. Call 
our National Representatives for month- 
by-month market data to keep pace 
with this major development. 


Sunday Union 


FEB. 1942 Circulation Averages 


Showing increase over Sept. 


Union Tribune-Sun 102,198 -- up 26.2% 


1941 ABC 


75,076 -- up 29.9% 


SAN DIEGO UNION 


and TRIBUNE -SUN. 


REPRESENTED NATIONALLY BY 


WEST-HOLLIDAY CO., Inc. New York + Chicago * Cleveland 
St. Lovis + Seattle + Portland * Son Francisco * Los Angeles 


a —_ 
MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——1942-——,. -——- 1941 om) ——- 1942 —— 194 43 
Pages Lines Pages Lines | Pages Lines Pages 
GENERAL | Parents’ (N. Y. Metro. Ed.) $4.4 19,029 52.8 Ge) 
| *Ace Fiction Group : 13.1 2,926 11.9 2,661 Photoplay-Movie Mirror 
$Actual Detective 1.1 2,772 . , ! (Mac) 37.1 15,903 14.6 ore 
American F 33.4 14,309 19.6 21.290} Radio Mirror (Mac) 29.8 12,782 27.7 R84 
*American Forests 7.8 3,276 8.7 3,640| Romantic Story (F) 27.8 11,668 25.2 58] 
American Home . $2.8 27.069 63.1 39.853 | *Screen Guide ..... 16.5 11,233 11.3 a 
American Legion 12.9 5,534 10.7 $596 | Sereenland Unit ' 6.4 11,304 23.8 29= 
Arts & Decoration Screen Romances (MM) 30.6 13,140 20.0 7 
(Combined with Spur).. 10.8 6,794 10.8 hs OB a Pee ee 10.5 7.135 
Asia .. . oP. 2.0 1.292 28 1.619 | True Confessions (F) t0.7 12,881 10.3 4 
Beauty & Health 7.5 3,215 15.3 6,577 | True Experiences (Mac). 34.6 14,830 30.1 2 
Better Homes & Gardens 47.9 0,260 65.7 41.53 True Love & Romance 
Soy's Life 8.0 33 7.9 5.367 ns . , 32.4 13,910 29.7 { 
(Child Life 3.1 1.341 4. 1,856 | True Romances 3D ee 35.7 15,309 31.8 51 
Christian Herald 16.5 7.074 20.4 8.739 True Story wd 48.1 20,642 0.2 9 4 
Columbia 4.1 2 761 2.8 1,881 Vogue : 118.9 75,166 130.3 s A 
Cosmopolitan $8.5 20.806 51.0 21.880 | Woman's Day San 35.8 15,337 27.1 1 
Country Life 20.8 13.130 27.0 18.130 | Woman's Home Companion 60.8 41,347 53.7 
Daring Detective 7.0 2.952 6.9 2,879 | 
*Dell Detective 12.4 5,329 2° 9515 Total Group : .1,373.9 TOS.852 1 4.7 hs 1 
*Dun's Review . 11.4 4,879 10.6 4.561 STANDARD MAG AZINES 
EelKs 71.5 3.216 8.4 3.811 American Mercury 8.2 1.484 91 1 
Esquire (National) . 86.5 24,497 14.3 29,789 | Atlantic Monthly 13 3,160 20.9 1.484 
*Extension 10.3 7.105 11.2 7.707 | Harpers Magazine 19.6 4,669 27.0 6.118 
Film Fun 7.8 3,356 1.6 1,952 
Fortune 111.8 70.623 133 84.242 Total Group $1.1 9,313 1.0 l 8 
Front Page Detective 12.3 5,277 0 3,425 OUTDOOR 
*Guide Detective Unit 1.1 2,767 4.2 2836 | American Rifleman 24.3 10,486 = 21.8 9.059 
*Hillman Detective Group 8.9 3.802 = PGny Field & Stream 35.7 15.330 48.7 20,08 
House Beautiful 43.2 27.319 45.1 28,511 | Fur-Fish-Game ... 16.3 6.974 17.3 7.431 
House & Garden &.8 24.541 16.0 94966 | Hunting & Fishing. 15.9 6,815 22.8 71 
*Improvement Era 14.7 6,309 15.6 6.671 Outdoor Life 28.4 12,171 43.9 18.545 
Instructor. : : 14.9 10.176 19.7 13.448 Outdoors 13.2 5 652 76 7349 
Mechanix Illustrated 28.8 6445 42.3 9,474| Outdoorsman 15.1 6,478 = 19.7 8.344 
*Moose Magazine .. 7.2 2.091 7.8 39, | Sports Afield 23.7 10.180 35.2 15.110 
*Motor Boating 16.7 20,178 59.7 776 | = rs . - 
National Geographic 16.9 4,018 28.2 | Total Group 172.6 74,036 227.0 7,410 
Nation's Business . ; 35.0 14,995 1.3 MAIL ORDER 
*Nature Magazine . 7.2 3,087 4.5 1,.923|Comfort ........ 4.2 2,840 5.1 2 
Open Road for Boys _ 3.5 1.495 4.1 1.764 | Mother's Home Life : 3.3 2,299 3.6 2.5.05 
Popular Mechanics . , 67.3 15,080 87.2 19,542 Woodmen of the World.... 24 1.235 »* 1 1 
*Popular Publications 18.2 4.079 18.2 4,082 
Popular Science .... 62.6 1, 7 15.974 Total Group .......... 10.4 6,374 11.0 6,88 
Redbook ; i 28 6 9s 29.7 12.747 FEBRUARY WEEKLIES 
*Rotarian ; 54 . 90 3 858 *American Weekly 27.0 51,371 28.1 
Scientific American 7.6 Qs 12.0 5.146 Business Week 166.6 71,461 142.8 61 H 
*Secrets. wa ; 10.8 1,6 7.6 3,240 Collier's 115.0 78,164 112.6 Tf I 
*Street & Smith Comb 11.8 2.632 10.7 2,387 | Cue 18.2 16,404 $8.8 = 20,030 
*Sunset F 24.8 10,642 259 15.416 Family Circle 79.6 4.150 63.3 27 { 
Town & Country 35.0 23.527 $0.7 33.376 Forbes 20.0 8,592 23.6 10,110 
*The Thrilling Group 20.2 1519 23.3 , oq | Grit 15. 14,4578 23.5 1% 
Travel 1.0 61 6.2 4: Liberty 29 440 [8.2 24 ° 
True Detective 5.3 2.989 99 yong Life 192.2) 130,704 173.0 117,648 
*Yachting 37.1 23,463 1.7 1.563 Look 2.1 21,836 19.5 13,24 
*Movie & Radio Cuide 17.5 11,888 16.2 10 ’ 
Total Group 1,093.9 20.251 1.342.9 643.567 Ne wsweek 121.8 2,234 123.2 - 
WOMEN'S MAGAZINES — Yorker 118.9 0 990 145.8 62.52 
ic 3.8 ALL 3.6 4 
neta an Girl ie 2,22t p.. 6 2.84 Saturday Evening Post 152.4 103,625 188.7 128 
arm 17.8 7,650 20.65 S821 *Scholastic 12.6 104 0 ! 
(jlamour 39.5 16,935 1% 8,360 | apThis Week 16.3 349 390 10 1 
Cjood Housekeeping 95.0 10,738 4 42,211 Time 187.8 SO,553 207.3 SNS ! 
Harper's Bazaar 112.0 75,264 116.5 78,301 | *United States News, The. 62.4 26,749 52.2 22,386 
Holland's 19.4 11,854 1 11,551 | «New York Times Mag 144.0 34,497 116.0 27,88 
Hollywood (FF) 33.2 13,922 27 11,557 
Household 18.9 12,882 2) 15,918 Total Group 1,606.1 857,.3101,586.4 856,421 
Junior League 8 1490 9.5 5.983 
Ladies’ Home Journal 85 8 58,343 72.1 19,001 Under women's magazines, (F) indicates Faweett 
Mademoiselle 133.4 7,368 157.7 67,638 (MM) indicates Modern Mawazines: (Mac) indicates M; 
MeCall's 69.2 17.046 64.5 43.863 | radden 
Modern Romances (MM) 30.7 13,149 27.2 11.646 ¢Figures furnished by publisher 
Modern Screen (MM) 32.9 14,123 2.5) 13,947 §$Not included in total 
Motion Picture (F) 33.7 14,143 28.1 11,812 aievd2 format S50 lines; 1941 format 1030 lines 
movie vest (F) $3.9 14,238 30.6 12,870 Four issues both years except Forbes, Look, and Dik 
SParents’ (National) 11.9 17,982 10.7 21,333 which had two issues 


Women’s Mags. | 
Weeklies Increase | 


Linage for Month 


Chicago, March 12.—March wo- 
men’s magazines and February 
weeklies scored small gains but all | 
other national magazine groups for 
March declined, according to figures 
compiled this week by Publishers’ 
Information Bureau and ADVERTIS- 
ING AGE. 

Women’s magazines advanced 2.9 | 


| per cent over the advertising linage 


reported for March, 1941, and Feb-| 


ruary weeklies were .1 per cent 
above figures for the same month 
, of last year. 

Linage for the general list, how- 
ever, declined 19.2 per cent from 
March, 1941. Standard magazines 


were down 29.3 per cent, the heavi- 
est loss sustained by any one group. 
Outdoor magazines lost 24 per cent, 
while mail order publications were 
off 8.8 per cent. 


Denies Any Right But 
Federal to Tax Radio 


Federal Judge William J. Barker 


has ruled that neither a. state, 
county or municipality has power 
to levy a license tax on a radio 


station doing a 
ing business 


general broadcast- 
under a license from 


FCC in a test case involving the 
Times, Tampa, Fla., and its station, 
WDAE, against a county tax col- 
lector 


The Tampa Times Company filed 
suit in 1937 to prevent J. M. Bur- 
nett, then county tax collector, from 
collecting a state and county li- 
cense on radio stations levied by the 
state legislature on the contention 
that WDAE was under the exclu- 
sive jurisdiction and regulation of 
the federal government. 


Opens New Office 


New World, Toronto, has opened 
new Montreal offices in the Do- 
minion Square bldg., under direc- 
tion of H. P. Beverly. 


| Montgomery 
| and previously sales manager of the 


Quits Citrus Ad Post 

Granville Rutledge 
as advertising sales promotion di- 
rector of the Florida Citrus Com- 
mission, effective April 20. Mr. 
Rutledge, whose $18,000-a-year sal- 
ary was higher than any other state 
official’s, will not be replaced. 
Blackett - Sample - Hummert, the 
commission’s agency, will take over 
sales promotion and dealer service. 


McIntyre to Dictograph 


Vincent J. McIntyre has _ been 
appointed general sales manager for 
the Acousticon division of Dicto- 
graph Sales Corporation, New York. 
He was formerly manager of the 
electric refrigerator department of 
Ward & Co., Chicago, 


has resigned 


washing machine division of Nash- 
Kelvinator Corporation. 


“Puck” Reports Linage 
Up in First Quarter 


Puck—-the Comic Weekly opened 
its 12th year as a general adver- 
tising medium with a gain of 15 


per cent in linage for the first quar- 


ter of 1942 over the same period 
in 1941. Orders now on hand for 
the April-June period indicate a 


continued substantial increase. 
More than 125 national adver- 
tisers have used the medium since 
the first Grape-Nuts campaign for 
General Foods Corporation 
placed by Young & Rubicam, In 


Getty Opens Office 


Frank Getty, for the past seven 
years in charge of Arthur Kudner’s 
Washington office, has opened his 
own public relations office in the 
Albee bldg., Washington. 


was 


... If You’re Selling 
The DETROIT AREA! 


® In choosing a radio station or in choosing a 
for your product 


America’s third largest defense 
is covered completely. 
Ar 800 KC, 


the big fact is: 
of either at minimum ex- 


22 hours daily. 
it’s the biggest dollar 
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It Was News in America, 
It Was News in Great Britain 


When the attack on Pearl Harbor 
plunged the United States of America 
into the world war, it thrust a new 
challenge upon every business enter- 
prise in the country. So the story of 
how the advent of war would affect ad- 
vertising and merchandising in all 
lines, all over the country, was the im- 
mediate assignment of every editor 
and correspondent in the far-flung 
organization of ADVERTISING AGE. 

In our issue of December 15, appear- 
ing just one week after the declaration 
of war, reports from national, regional 
and local advertisers, from agencies 
and media, painted a picture of adver- 
tising marshalling its resources and re- 
aligning its plans for the new and 
difficult conditions ahead. This news 
was not only of keen interest and 
significance to more than 13,000 sub- 
scribers of ADVERTISING AGE, but 
was widely reprinted. Newspaper 
World, of London, for instance, carried 
a full-page summary of the story as 
one of the lead articles in its January 
31 issue. 


This is typical of the way in which 
ADVERTISING AGE is quoted and its 


material reprinted. One day recently 
we noted the reprint of an editorial in 
the house organ of a leading national 
advertiser, along with the reproduc- 
tion of a news story in a promotion 
piece issued by an important industrial 
publication. Hundreds of newspapers 
print each week a summary of impor- 
tant statistical information appearing 
in ADVERTISING AGE. 

The reason these news stories and 
editorials click both with readers and 
editors in other fields is that they are 
authentic and factual, reflecting actual 
conditions rather than theories. If a 
picture is worth ten thousand words, 
one fact is worth at least that many 
surmises. And these days business 
executives want, need and demand 
facts as a basis for judgment on poli- 
cies and plans. 

In a world changing as rapidly as 
this one, supplying a national informa- 
tion service to advertisers and their 
agencies with business paper perspec- 
tive and newspaper speed has become 
the Number One assignment in busi- 


ness journalism. 
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Sani-Flush Boosts 


1942 Billing, Using 
Magazines, Dailies 


Canton, O., March 12.—Increasing | 
expendi-| Revlon Products Corporation with 


magazine and newspaper 

tures approximately 10 per cent} 
over 1941, the Hygienic Products 
Company has announced an ex- 


panded campaign for Sani-Flush. 
Copy will be placed in 40 maga- 

zines, farm papers, and _ business 

papers in the United States 


Canada, and in 43 selected news- 


papers in 35 cities in all parts of |‘ 


the United States. 

The previously successful policy 
of frequent insertions in small space 
will continue, with the bulk of the 
advertising stressing domestic uses 
for Sani-Flush and the remainder 
devoted to humorous cartoons sug- 
gesting the use of Sani-Flush as an 
automobile radiator cleanser. N. W. 
Ayer & Son directs the campaign. 


Buys “Reporter” 


The Daily Reporter, Coldwater, 
Mich., has been sold to Frank R. 
Moses, publisher of the Marshall 


Evening Chronicle. A notice in the 
March 2 issue said that Mr. Moses, 
Thomas O. Huckle, publisher of the 
Cadillac Evening News, and Walter 
S. Kennedy, retired publisher of the 
Albion Evening Recorder. eventu- 
ally would share in the Reporter’s 
ownership. Mr. Huckle will be 
publisher of the Coldwater paper. 


Baxter Joins Hazard 

Osmond T. Baxter, formerly 
copywriter with International Nickel 
Company, has joined the copy de- 
partment of Hazard Advertising 
Corporation, New York. 


and | 


They 
Labels 


Bear the 4 Union 


Seal-Cote Accuses 
Revlon of Using 


Similar Name 
New York, March 10.—Charging 


imitating one of its trade names 
and “coercing” dealers, Seal-Cote 
Company of Los Angeles this week 
sought an injunction against the 
former and asked that damages be 
set at the trial. Seal-Cote also sued 
to restrain Revlon from using any 
trade name containing the word 
‘seal” for its manicure products. 
The Los Angeles company stated 
in its complaint that prior to April, 
1941, R Revlon did not market a nail 
| preparation similar to Seal-Cote. 
After launching Seal-Fast, however, 
Revlon notified dealers that unless 
they stocked it they could not carry 
other Revlon products, Seal-Cote 
‘says. The plaintiff declared that 
this “unfair practice” caused can- 
| cellation of Seal-Cote orders 
| amounting to “thousands of dollars.” 


The Seal-Cote suit, which was 
| brought in New York supreme 
court, further sought to restrain 


Revlon from “coercing dealers, job- 
' bers and beauty parlors not to carry 
Seal-Cote,”” and requested an ac- 
counting of Revlon profits since the 


introduction of Seal-Fast in April, 

| 1941 

To McCann-Erickson 
McCann-Erickson, Detroit, has 


been appointed to handle advertis- 
ing of Altes Lager beer, made by 
Tivoli Brewing Company, Detroit, 
beginning April 1. The campaign 
will be carried in newspapers, sup- 
| plemented by outdoor, radio, and 
various forms of point-of-sale ad- 
vertising. 


Adds Esther Kimmel 


| Esther Kimmel, previously in 
similar capacities with Pictorial 
Review-Delineator and the New 


| York Herald Tribune Institute, has 
joined Beauty & Health, New York, 
|}as director of home economics. 


AN 


0-0-M-P-Hl 


DOUBLE YOUR SELLING 


\ 


WITH THE 


Represented 
nationally by the 
Branham Co. 


When the 


Fivius | 


If sales dominance of the rich, populous 
Texas Gulf Coast is your aim... and if 
you desire greater radio coverage at less 


cost, the “Twins” will intrigue you. 


Houston's KXYZ . . . and KRIS of Corpus 
Christi—the super-selling *“Twins”—blan- 
ket Texas’ two great metropolitan centers 
situated in areas nature geared to war pra- 
duction. Here you'll find no plant con- 
versions . . . because oil, cotton, chemicals, 
live stock, farm produce and Gulf Coast 
manufactured armaments are in greater 
demand than ever before. 


So, let us tell you about our “Twin” com- 
bination rates . . . all about our compre- 


hensive “Twin” merchandising program. 


|The extent to 
ernmental agencies are dev eloping| bright spot this week in advertising 
posting an 11.8 
com- 


; consumer 


Commercial Display Commercial Display 
Including Poultry and Display Including Poultry and Displa 
Livestock Advertising Livestock Advertising 
r——1942——.. -—-19 41 1942 1941 ——1942——,, -—1941 1942 41 
Pages Lines Pages Lines Lines Lines | Pages Lines Pages Lines Lines Lines 

Monthilies *Oregon Grange Bulletin 12.0 13,426 12.1 13,580 13,426 j ; 
American Poultry Utah Farmer . 12.9 9,712 14.7 11,140 8,351 ) ¢ 

Journal: Western Farm Life 14.0 10,965 19.4 15,208 8,533 2.28 

Eastern Edition.. - 36.9 15,825 35.5 15,220 6,821 § es ee eee - ees Soe “ler sagen: 

Central Edition...... 24.7 10,586 23.7 10,175 5.326 5, Total GrOUD ..ceseces 128.7 106,267 158.9 130,113 95,095 119 

Western Edition. -» 16.0 6,867 15.0 6,443 4,054 § Bi-Weeklies—February 

§In all 3 Editions.... 14.2 6,069 13.7 5,882 3,939 4,172 | American Agriculturist. 22.8 16,604 25.5 18,560 14,357 1 
*Better Fruit ..... oe Bae 5,600 11.8 4,958 5,600 4,958 | arizona Farmer A 18.0 13,573 18.5 13,944 2.943 1 
Breeders Gazette .. 13.6 6,116 16.2 7,300 4,297  5,890|California Cultivator. 19.8 14,993 24.1 18,186 14,609 17.546 
California Citrograph. 15.4 0,348 21.0 14,086 10,348 14,086| pakota Farmer 12.8 9,895 15.1 11,664 8.864 1K 
Capper's Farmer ...... 25.3 7,179 31 21,316 16,303 20,719) i1pDairymen’s League 
Country Gentleman 43.2 29,405 0.9 34,619 27,985 33,258 I en ws 4.3 3,136 7.5 5,477 2,705 ‘ 
*Electricity on The | Farmer, The: 

Farm ia sece oe 3,063 14.0 4,998 3,063 4,998 | &General Edition 20.7 16,208 20,628 14,184 18 
Farm and Ranch coo Bee Sper 27.4 20,703 11,52 18,796 Local Edition 22.8 17,893 23,216 15,869 2 
Farm Journal & Idaho Farmer 16.4 12,384 16,285 12,332 1¢ 

Farmer's Wife . ioe Oe 51.1 21,927 13,461 20,411) Kansas Farmer 14.9 11,295 15,132 9,861 13% 
*Florida Grower Mag 8.0 11.2 7,631 5,435 7,631 | Michigan Farmer 18.6 14,281 20,467 12,410 18 
*Hoosier Farmer 15.7 15.9 7,146 7,050 7,146] Missouri Ruralist 13.1 9,934 10,136 8,687 9 
*iIdaho Granger 6.0 5.2 », 600 », 681 5,208 | Nebraska Farmer 25.4 18,506 20,099 14,762 17 
*Kentucky Farmers’ §Average 4 Editions.. 27.1 19,719 21,227 15,779 18 

Home Journal 11.0 8,633 14.6 11,415 7,684 10,733 New England Home- 

*Michigan Farm News 1,2 2,401 2.0 4,074 2,401 * ia Gee 25.6 9.1 1 
*National Livestock Ohio Farmer 20.3 27.3 { 

Producer 4.8 3,492 4.7 3,420 3,492 3,420) Oregon Farmer 16.2 21.1 8 
ee A -_ ulture 6.7 017 7.7 3,452 3,017 3,452 | pacific Rural Press 
*New Jersey Farm & Northern Edition 28.5 21,505 36 

Garden . . 29.5 13,260 33.0 14,85 10,516 13,090 Southern Edition 27.6 20,785 35.2 
‘Ohio Farm Bureau i. , ; Both Editions 25.7 19.404 32.4 
, News coeeseceeeee DLO 864,949 14.7 = 6,606 4,719 6,306) Pennsylvania Farmer 22.8 17,503 28.7 

‘oultry Tribune Prairie Farmer 

Eastern Edition 44.6 19,146 46.2 19,832 9,784 10,310 Ill. & Ind. Editions.. 26.8 19,514 27.7 20,177 17,890 18,7 

Central Edition 32.6 13,966 33.0 14,171 8,701 9,433 | Rural New Yorker 27.9 21.904 31.4 24,574 16,783 18.9 

Western Edition 25.3 10,834 25.1 10,780 7,154 8,191 | Wallaces’ Farmer 27 21.401 1 25,908 15,70 20,7 

Pacific Edition 28.3 12,146 27.0 11,595 7,94 Washington Farmer 16 12,445 0.8 684 12,337 15 

Sin all 4 — 20.6 8,830 22.5 9,666 6,580 Wisconsin Agriculturist 17.6 13,779 23.6 18,470 12,700 17,1 
Progressive Farmer = = 

Carolina-Va. Edition 15.7 18,740 14.5 25,150 17,861 24,378 Total Group 445.9 337.06 42.6 411.26 99.41 72.9 

Georgia-Ala. Edition. 26.0 18,925 33.9 24,675 18,298 23,976 : 4 

Ky.-Tenn. Edition... 24.5 17,799 31.8 22,761 17,135 22,055 | , Weeklles February eee cc le Ales te 

Miss.-La.-Ark. Edition 24.6 17,898 32.8 23,856 17,062 22,920) ©appers nape , s ' . 

Texas Edition ..+ 26.3 18,393 33.1 24,076 17,172 22,682| *Washington Grange P ae " aT e ‘ 

{In all 5 Editions.... 19.9 14,475 27.1 19,762 14,148 1 ews «on ses 17.8 19,285 16.7 16,996 19,285 16,9 

gA verage Editions.. 25.2 18,351 33.1 24,104 17,506 2 Weekly Kansas City = —_—'e - aces 
Southern Agriculturist. 15.8 11.041 23.1 16,156 10,711 Star Missouri Edition 5.9 14,407 5.9 14,591 1651 11,8 
Southern Plantet - 19.5 13,620 26.0 18,210 12,364 Total G 9 ‘ 46,40 i 6.4 41,49 6,852 ‘ 
Successful F ! . 47.0 21,166 46.3 20,849 20,101 ore 7Toup , . 

” . — p we a 7 sted . Dailies—February 

Total Group 683.3 382,31 99 158.0 695 406,304 | *Chicago Daily Drovers jn 

Mi this Seiatninnn Journal bed 19.1 40,703 21.5 45,796 15,767 34,1 

onthlies—Februar; *K; , ‘ . 
American Fruit Grower 15.5 7,043 24.8 11,16 7,04 11,16 manus 4 pe and 5.8 6r 1.8 46,459 97 34,8 
4 : 004 > wit" 916 5 54 Drovers Telegram. 1! 65 2 AE 2 ‘ } 
Arkansas Farmer. t *Omaha Daily Journal- 
W yoming Stockman ve i ver 420 4.390 Stockman 18.0 S998 23.6 50.289 21.29% 5.2 

Farmer . ogists at ne "| *St. Louis Daily Live 

Total Group 23.7 13.670 1,464 13,408 21,109 Stock Reporte: 10 1619 16.8 45,821 13,562 29,1 

Semi-Monthlies—February Total Group 63.1 134,18 83.7 178,31 1 i 
*California Grange News 13.9 14,980 16.1 1 +t 14,950 17,34¢ 
- Stockmat ; 496 2 $9 11,022 13,3 ‘ 
oe yg + 4 + as + : > at 15,035 0,4 F putes Surnames Sy pelienes 
Indiana Farmer’s Guide 11.9 9,346 19.0 14,897 8.516 14.779 Two issues in 1942; four issues in 194 
Missour| Farmer 5.6 4,394 5.9 4,65 4,118 4,597 §Not included in total 
Montana Farmer 18.0 13,583 21 16,0%s 114 14,251 “February figures 


Consumer Requests 
for Guidance Pour 
Into the Capital 


D. C., March 12.— 
which various gov- 


Washington, 


consciousness among | 
housewives was indicated this week 
by an investigation which showed 
that thousands of requests for in-| 
formation and guidance are being | 
received each week, and the flood 
of this type of mail is constantly) 
increasing. 

A conservative estimate of the 
current weekly volume of such mail 
is 6,000 letters, all of which are, 
answered. War developments affect- | 
ing civilian life result in much! 
higher totals for certain weeks. Fol- 
lowing a recent broadcast by a rep-| 
resentative of the Department of 
Agriculture’s Bureau of Home Eco- 
nomics on sugar substitutes over 
11,000 letters came into this one 
agency within a week. 

The Bureau of Home Economics, | 
having catered to housewives for a| 
much longer period than war-born 
agencies, gets the most letters. The 
average for this year is about 5,000 
a week. Most of them want to 
know what to buy, how to conserve, 
or how to cope with rationing prob- 
lems. 

The Office of Price Administra- 
tion’s Consumer Division has aver- 
aged around 300 letters a week so| 
far this year. In February, 1941,| 
the total for the month was 10. In| 
a single week last month the figure 
was 600. Roughly half of all in- 
quiries these days deal with sugar. 

The nutrition section of the Office 
of Defense Health and Welfare) 
Service averages better than 100) 
letters a day. Most of them request} 
printed material on nutrition and 


others seek answers to specific food | 
questions. 
| 
To Irwin Vladimir 
Gordon Fennell Company, 
Rapids, export representative, has | 


appointed Irwin Vladimir & Co., 
New York, to direct advertising in | 
Latin America for Nola and Protex 
soap, products of the Iowa Soap 
Company, Burlington, Ia. 


Promotes Pierce | 

Jennings Pierce has been named | 
station relations department mana- 
ger for the Western division of the | 
National Broadcasting Company, 
Hollywood. 


| dailies, 


February Farm 
Weeklies Gain, 


Others Decline 


March 12. 
provided 


Chicago, 
farm weeklies the only 
| linage for the field, 
per cent increase in figures 
piled by Publishers’ Information 
Bureau and ADVERTISING AGE. 

Increasing a downward 
started last month, 
declined 16.5 per 


trend 
March monthlies 
cent, compared 


with figures for the same month of | 


1941. February monthlies dropped 
36.3 per cent, compared with the 
same month last year. 

Other groups to record losses for 
February were the semi-monthly 
publications, off 18.3 per cent from 
the previous year; bi - weeklies, 
down 18 per cent; and the farm 
which declined 24.7 per 
cent. 


-G-E Promotes Green 


W. H. Green, formerly in the 
industrial control advertising and 
sales promotion department, has’ 
been transferred to the radio and 


television department and assigned 
to planning advertising and promo- 
tion for radio transmitting and car- 
rier-current equipment. 


February | 


AFA Names Dawson 


Joseph Dawson, president of 
Tracy-Locke-Dawson, New York 
has been appointed a director of 
the Advertising Federation of 
America, succeeding John K. Ottley 


Jr., advertising director of the 


Atlanta Constitution, who resigned 


CALIFORNIA 
Where your 
NEXT BILLION 
is coming from 


1942 Farm Income expected to 
exceed $1,000,000,000 


FIRST IN MANY CROPS 


Around Its Shoulder 


; 
For Example: 
Citrus Fruits $93,698 000 
Hay 53,680,000 
Grapes as 53,411,000 
Cotton & Cotton Seed 45,642,000" 
Lettuce 7 26,645,000 
Beans 26,119,000 
fi Peaches 22,401,000 
= Barley 18,381,000 
> Fomatoes 18,331,000 
7. Nuts 17,381,000 
| = Prunes & Plums 16,029,000 
= Potatoes 15,972,000" 
=< Sugar Beets 11,505,000 
® ice ; 9,639,000" 
= Asparagus 9,606,000 
~ Apricots 9,307,000 
2 Pears 9,017,000 
~4 ( antaloupes 8,834,000 
‘Ss .)h—l Fr 7 : 8,180,000 
e Celery .. 7,744,000 
= Olives 6,622,000 
= *U. S. Rank not yet determined 
= PACIFIC RURAL PRESS 
- also a FIRST . . is bought ‘by 


more than 2 out of every 3 occu- 
pied farms . 
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» make profit out of patriotism. 


March 16, 1942 


ADVERTISING AGE 


27 
. \¢ mercial announcements will be mu- 
Sales Executives ™M Broadcasters Participating sical transcriptions produced espe- eg eg oe 
- . Elect Officers All Ni ht Sh cially for the “Say It With Music” ° y Newsboys 
Dispute Scuttling Walter J. Damm, manager of a 1g Ow program by Alan Kent and Ginger , ee ee te 
| Station WTMJ-W55M, Milwaukee, Johnson, creators of the early Mave been sole y the 12s, 
of Sales Forces |} has been elected president of FM Starts on WJZ Pepsi-Cola, Lucky Strike, Ford, note om god oo ow hime .é 
New York, March 0. — Sales} ee New York, succeed- = New York, March 12.—Those lilt- and Flit spots. ; , Newsn ‘dvi C 


executives 
to scuttle their sales organizations” 
when such action serves to advance 
the nation’s war effort, according to 
Frederick B. Heitkamp, 
den! American Type Founders 
Sales Corporation. Speaking before 
the Sales Executives Club today, 
Mr. Heitkamp declared that if the 
sales department of a manufacturer 
with defense contracts attempted to 
hang on too long, the strain might 
drag down the entire ship with dis- 
astrous results to vitally needed 
war production. 

Admitting that it was important 
to know “when to scuttle,” he re- 
lated how his company set up con- 
trols on sales costs to discover when 
this point was reached. Wherever 
ossible, displaced salesmen were 
brought into the company’s plants 
at a fixed salary, thus saving their 


iobs and retaining the nucleus of 
a future sales organization. In the 
case of manufacturers who still 


have products to sell, however, the 
speaker urged “getting behind the 
sales force’ and helping them in 
every possible way. 

Mr. Heitkamp’s views were ener- 
getically disputed by Frank Love- 


joy, of Socony-Vacuum’s public re- 
lations department. Mr. Lovejoy 
pointed out that “good marketing 


n war time means keeping the sales 
organization together,”’ and declared 
a war is won not by money alone 
but by the things money buys, such 
as labor. 


Treasury ° ‘Outlaws” 


Bonds as Premiums 


Asserting that 
stances 
bonds 
retail 


“under no circum- 
should defense stamps or 
be used as premiums,” the 
advisory committee of the 
Department has con- 
advertisers’ schemes to 
The 
statement maintained that stamp 
nd bond sales were being hampered 
by private discounts, premium prac- 


demned 


tices, and some who are “even 
wccepting stamps as cash.” 
“If merchandise warrants dis- 


counts that can be paid in defense 
stamps or bonds,” the committee 
added, “it is much more to the mer- 
chant’s interest that such discounts 
be passed on in the form of lower 
rices to the consumer.” 


To Edit “Torch” 


Guy S. Hamilton, advertising 


manager of Ampco Metal, Inc., 
has been named editor of Torch, 
the Milwaukee Advertising Club’s 
monthly magazine. 
Tauber to Gruber 
Herman J. Tauber has_ been 
amed vice-president in charge of 
ilk screen sales of Gruber Display 
Company, New York. 


PRINTING 


cAd- Setting 
Engraving e ‘Printing 


BP pete ~ ep service is 
complete — Ad-Setting, 
Engraving, Printing. You 
can use one or all as required, 
bur all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tace in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


. 
Jbe Faithorn Corporation 


© 


‘4 Sherman Street, Chicago 


A Comprehensive, Complete Day and Night 


Advertising Agencies 


Service for Advertisers and # 


“must have the courage | 


vice-presi- ; 


ing John Shepard, III, president of 
the Yankee Network, Boston. 

Theodore C. Streibert, executive 
vice - president, Station WOR- 
WT71INY, New York, was named 
vice-president and Robert T. Bart- 
ley, executive secretary to Mr. 
Shepard, was reelected secretary- 
treasurer. 


Adds Lubricant Account 


ing musical commercials that swept 
local radio on the heels of the 
“Pepsi-Cola Hits the Spot” tune of 
1939, now boast a program all their 
own. 

WJZ, New York Blue Network 
key station, has relegated the so- 
called “personality”’ master of cere- 
monies to the background in sched- 
uling an all-night participating 
program from 1 a.m. to7a.m.EWT, 


Appoints Malcolm Howard 
The Associated Hospital Service 
of Illinois, Chicago, has placed its 
account with Malcolm Howard Ad- 
vertising Agency, Chicago. News- 
paper and car card advertising will 
be used, with radio and other media 
planned for the future. Max G. 
Holland is account executive 


Walsh Moves Offices 


Treasury Newspaper Advisory Com- 
mittee has revealed. Howard W. 
Stodghill, of the Philadelphia Bul- 
letin, who originated the plan and 
heads the committee, expects the 
total to pass the 200,000,000 mark in 
March. 

The campaign was started less 
than three months ago but nearly 
1,000 newspapers were cooperating 
at last reports. 


Adds Hospital Supply 


Mergraf Oil Products, Detroit, beginning March 16. Announcers Hospital Supply Company, New 
lubricant maker, has placed its ac-| Will merely read time signals and) Walsh Advertising Company, Ltd., York, has placed its account with 
count with MacManus, John & hourly news flashes _ Toronto, has moved to the Con- Hixson-O’Donnell Advertising, New 
Adams, Detroit. Bulk of the participating com- course bldg. York. 
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“Calling All Girls” to 
Change to Monthly 


Calling All Girls, published by 
Parents’ Institute, New York, will 
be revamped, effective with the 
May issue, and will appear as a 
monthly. The magazine has previ- 
ously been a quarterly, and was 
first issued in September, 1941. 

Editorial content will be changed 
to make the publication a “‘woman’s 
magazine for girls.”” Under the new 
plan, editorial material will be sup- 
plied half-and-half in rotogravure 
and four-color letterpress, and the 
material will consist of one-third 
comics, one-third fiction, and one- 
third service departments. All ma- 
terial is selected for girls from nine 
to 15 years of age. 

New rates for the publication set 
full pages in either roto or four 
colors at $445, with four-color back 
covers at $525. Rates had previ- 
ously been $425 for a full page, $550 
for back covers. Circulation guar- 
antee is cut from 250,000 to 225,000. 


Scholl Budget Up 20°, 


| 
| 
Scholl Mfg. Company, Chicago, | 
has started a six-month advertising | 
campaign which will be based on 
a budget 20 per cent higher than| 
1941. Schedules are being released | 
to 400 daily newspapers, and plans 
include 54 general magazines, three 
Sunday magazines and 2,806 weekly 
newspapers. Donahue & Coe is the 
agency. 


TAUGHT SCHOOL| 


on vernemene coors womecanneg HQE 


Fifty-seven years is a long time in the 
life of a magazine that’s in the arduous 
business of trying to educate people. 
Through all these years Life and 
Health has been educating people on 
the simple principles of healthful liv 
ing. 

Prominent in 
program has 


this health education 
been the emphasis on 
proper diet. And this, because Life and 
Health has always believed that a 
person’s diet has more to do with his 
health than almost any other factor. 


All this sounded very strange in the 
gay nineties and even as late as a dee- 
ade or two ago. But now—well, that’s 
current history. Every — responsible 
agency, medical, social and political, i 
today seeking to educate the public to 
care for their health, and particularly 
to choose the right diet—the 
portant factor in the whole health pro 
gram. 


most im 


adver- 
their 


And in tune with this, food 
tisers are increasingly keying 
copy to the nutritional note. 

Doesn't it seem reasonable to believe 
that the readers of Life and Health, 
who have been calmly and thoroughly 
instructed in this matter of diet, would 
be a most susceptible group to reach 
advertising that talks of vitamins, 
proteins, carbohydrates, ete. 
We've educated them to appreciate 
the very kind of food story you want 
to tell them today. They really do 
know their vitamins, and they're 
chummy with carbohydrates. 


with 
calcium, 


4 I2-page brochure giving the principal 
facts concerning Life and Health will be 
sent free on request. 


wculenhor 
 fargest audited circuiel'® 
wEALTH once 


of ery 


ite ¢ Health: alth- 
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_ Getting Personal _ 


The Washington 
Feb. 


Advertising 


Club held a 
18, honoring the Washington Evening Star for the paper's 10th 


testimonial 


luncheon 


consecutive year of linage leadership. Guests heard Robert V. Flem- 


ing, president of Riggs National Bank, salute the Star as 
Frank B. Noyes, president of the paper, 


Washington institution.” 


“truly a 


accepted the honors and paid tribute to the advertising profession and 
the progress it has made in recent years. . . 
WLS, Chicago, has instituted a mimeograph bulletin newspaper sent 


to all Prairie Farmer-WLS employes now 


FOUR FAWCETTS AID RED CROSS 


The four sons of the late Capt. Billy Fawcett, all officers now 
believe in team work. Here all four 
are donating to a group blood bank, in response to an appeal 
by the Red Cross for blood donors among New York busi- 
Pictured (left to right) are Roscoe, Gordon and 


of Fawcett Publications, 


ness men. 


Wilford Fawcett, Nurse Gerber, and Roger Fawcett. 


East Hospital. . . 
lips, a.m. and treas. of 
and two... 

Sidney 
at a San 
of Crocker 
NBC’s new Frisco studios, 
engagement of 
F. Raymond 
Gilpatric, g.m. 
of Ingalls Shep- 


ard Co., Har- 
Vey, £31. to 
Irene Agnes 


Burkhardt, New 
Britain, Conn., 
has been an- 
nounced. . . 
Glenn Buck, 
gm. of Ne- 
braska Farmer, 
is glowing over 
a new 9%- 
pound stranger 
in the Buck 
household, 


yclept Glenn 

Lewis. San 

Francisco ad- tical. 
vertisers and _ Network Show. 


agencymen 
gathered for an 
informal lunch- 


pres., 


eon sponsored by KGO and the Blue Network staff, the 
William B. Ryan, g.m., 


gathering held by the new net. 
new department heads. . . 


W. C. D'Arcy, 


With him are 
and Grace Glasser, 


pres., 


head of the well-known agency, 


in the armed forces. 


The 
man in the 
green eyeshade 
on the job is 
Chuck = Ostler, 
WLS producer. 

Brooks Hering 
is now selling 
humanity in- 
stead of maga- 
zine space, hav- 
ing taken a 
leave of absence 
from Time’s ad 
department to 
join United 
China Relief. . . 
It’s two girls 
and a boy now 
at the house- 
hold of Roger 
Bower, WOR 
producer. The 
new _ addition, 
named Nancy 
Brevoort, 
arrived March 1 
at the Park 


A girl has been added to the family of Stuart Phil- 
Dole Valve Co., Chicago. That makes it two 
N. Strotz, v.p. of NBC’s Western division, was guest of honor 
Francisco party tendered him by W. W. Crocker, 


president 


First National Bank. Strotz left his Hollywood lair to see 
and to meet Bay City businessmen. . 


The 


IS IT GOOD ENOUGH TO EAT? 


The all-purpose cream produced by Colonial Dames Co., Los 
Angeles, may be edible but Knox Manning (left) looks skep- 
He advertises the beauty aid on a Columbia Pacific 
H. P. Willats, Colonial Dames 
Glasser-Gailey & Co., which 
directs the account. 


first social 
introduced 


is particularly proud 


of his research department, which has been maintained on an unusual 


basis for many years. 


DEMONSTRATING INHALATOR GIFT 


The woman in the mesk, Viola Schlacks, a.m. Reading Coal & 
is helping demonstrate one of the four inhalators 
to be given the Red Cross with proceeds from the annual 
Advertising 
With her are 


lron Co., 


Philadelphia Club 


dinner-dance of the 
Women, a “Ski Carnival” 
Casilda Atkinson and Mrs. 


fairs, called NBC 
to O’Brien, 
were close friends in the Orient. . . 

Add Coincidence: 


for some 


held March 6. 
Ruth C. Thomas. 


shortwave 


information. 
who is with the network’s press department. 


Through a careful assembly of newspaper and 


periodical] 
clippings, you 
can get detailed 
information on 
almost any sub- 
ject related to 
advertising, 
sales or mar- 
keting. .. 

A few 
bits of 
slang. 


choice 
Filipino 
uttered 
during a New 
York telephone 
conversation 
the other day, 
reunited George 


Vogel, former 
sales and pro- 
duction man- 


ager of Stations 


KZRM and 
KZRF, Manila, 
and Dan 


O’Brien, for- 
merly with the 
Manila Daily 
Bulletin. Vogel, 
now with the 
Office of Inter- 
American Af - 
He was referred 


Hollywood partner-agents James Saphier and 


Tom McAvity paced the floors of a Hollywood hospital on the same 


night. That evening, the wives of 


both 


McAvity was formerly with Lord & Thomas 


men gave 


birth to sons 


The pair 


Ring of Admen 
‘Draft Dodgers’ 
Held Blameless 


Washington, D. C., March 10.— 
Because an informal luncheon club 
of young advertising men in New 
York circulated information on pos- 
sible opportunities for members to 


_serve in Washington war agencies, 


the group was “exposed” in press 
reports last week as “a ring of draft 
dodgers” being investigated by the 
Department of Justice. 

The Federal Bureau of Investiga- 
tion quickly denied the newspaper 
story which was written by a Wash- 
ington correspondent for a New 
York newspaper, and later printed 
in Washington. Purportedly “confi- 
dential communications” turned out 
to be bulletins prepared by a mem- 
ber of the Semi-Colon Club. A 
“nation-wide investigation” by FBI 
turned out to be pure fancy. 

As soon as the newspaper story 
appeared, the two Semi - Colon 
members responsible for the prepa- 
ration and distribution of the bulle- 
tins went voluntarily to FBI head- 
quarters in New York. They ex- 
plained that 25 out of 27 Semi-Colon 
members have deferred draft classi- 
fications, and the bulletins were de- 
signed not to assist members in 
evading the draft but to help them 
find war roles in Washington or 
elsewhere. 

The bulletins, in somewhat faceti- 
ous fashion, outlined experiences of 
members in seeking war _ jobs, 
named agencies in which members 
had personal contacts, and pointed 
out that applications from men 
classified as 1-A were not accepted. 
The United States Attorney took a 
look at the communications and 
ruled they did not violate the Selec- 
tive Service Act. 

The newspaper “expose” did not 
mention the name of the group, but 
pointed out that “the identities of 
the men behind the drive are not 
yet known,” and that “the com- 
munications and propaganda bear 
no signatures and are typewritten 
on plain stationery.” Semi-Colon 
members, most of them space sales- 
men for publications, decided to let 
well enough alone, despite their 
clean bill of health, and abandoned 
the bulletins. 


Harding Joins “American” 

Harry Harding has resigned as 
vice-president of Barta Press, Cam- 
bridge, to join American Magazine, 
New York, as promotion manager. 
He will be assisted by C. R. Browne, 
formerly in the promotion depart- 
ment of McCann-Erickson, New 
York. 
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AWARD WINNER 
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Here’s a Tip, 
Mrs. New Rider! 


Ore +g to remember is thet “pest loads” occur between 


Tere 9 AM. and between D ond 6 P.M. when people ave on thew 
way to ard from work. At other times, though the schedule mey 
rot be os frequent. there is more room and riding is more comfort 


abe and peesert 


You can make the best use of the convenient deytime service 


by dong you shopp.ng betweer 9 and ] and by getting acquainted 
with the “of pest schedule so as to avoid needless waiting. Just 


phore Cedar 738! or Main 12/4 ast for the Schedule Department 


and get the complete time table for your line. 


This is one of a series of "Bill, the 
Motorman’ advertisements given the 
“selected'’ award by the American Tran- 
sit Association to the Twin Cities Street 
Railway Co., for the third time within |8 
months. The award is open to the news- 
paper advertising campaigns of 42 major 
street railways in the U.S. David, Inc., 
St. Paul agency, directs the Twin Cities 
account. 


Sales Managers’ Award 
to Go to College 


Nomination blanks for the sixth 
annual Howard G. Ford award, a 
national award for outstanding 
achievement in sales management 
presented annually by the Sales 
Managers’ Association of Philadel- 
phia and sponsored by the National 
Federation of Sales Executives, have 
been mailed out. 

The award this year will be given 
to the college or university which 
the judges believe made the great- 
est contribution to sales manage- 
ment during 1941. The award, 
gold placque, will be presented at 
the annual meeting of the Sales 
Managers’ Association of Philadel- 
phia on April 20. 


Rapp Joins Duane Lyon 


Rosa W. Rapp, formerly wit! 
J. W. Pepper, New York, as assist- 
ant to the president, has_ been 


named account executive and assist- 
ant director of the educational! 
department of S. Duane Lyon, New 
York. 


Rejoins West-Holliday 

Floyd Sparks has resumed his 
former duties as vice-president of 
West-Holliday Company, San Fran- 
cisco, after an absence of six months 
as advertising director of the Berke- 
ley Gazette. 


IN PHILADELPHIA _ 


wet 


SELL THROUGH 


oe 


WEIL 


@ LAYOUT 

@ ART WORK 

@ PHOTO-ENGRAVING 
@ TYPOGRAPHY 


Advertising Manager 


wants place with small agency 


Eight years experience in 


Box 3637, Advertising Age, Chicago 


@ PRINTING 

@ PHOTOGRAPHY 
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‘Listening Post 


—_—— 


Awaiting a final White House de- 


cision is a plan for consolidation or | 


coordination of government propa- 
ganda and 
Archibald MacLeish’s OFF, Col. 
William Donovan’s OCI, Nelson 
Rockefeller’s Inter-American Af- 
fairs group, Lowell Mellett’s OGR, 
and possibly others, are expected 
to be affected by the shake-up. The 
petting is that MacLeish and OFF 
(perhaps under a new name) will 
emerge as the number one policy- 
making organization. As a part of 
the whole scheme, the output of 
government press agents will be 
trimmed (a) to appease widespread 
protests of federal waste, (b) to 
silence Post Office complaints over 
the increasing tide of franked hand- 
outs and publications, and (c) to 
save paper. 

Dollar-a-year men, often pilloried 
in and out of Congress but strongly 
defended as vitally needed by Don- 
ald Nelson, have personal problems 
these days. Several of them in key 
jobs are reported to be living on 
borrowed money since paying their 
income taxes. At least one, head 


of an important division, who gave | 
up $60,000 a year for patriotic serv- | 


ice and $1, may have to quit and 
go back to industry. Since Nelson 
gets only $10,000, his underling 
could command only $8,000 from 
the federal Treasury, and the man 
can’t meet his obligations at that 
rate. Incidentally, Leon Henderson 
is under Nelson as WPB civilian 
supply chief but earns $2,000 more 
than his chief, since Congress 
voted a $12,000 salary for the price 
chief in the price control law. If 
Nelson were boosted to the $15,000 
Cabinet members get, then his 
bureau chiefs could be paid $12,000. 

Although that recent article in an 
official Department of Commerce 
publication which urged that the 
United States follow Britain’s ex- 
ample in buying advertising to sell 
the war program was_ received 
coldly in certain government circles, 
there will be another along similar 
lines soon. Publication of the first 
article was no accident, for Bureau 
of Foreign and Domestic Commerce 
officials sincerely believe that adop- 
tion of a government advertising 
program is advisable. The sequel, 
to be written by John H. Morse as 
was the original, will discuss the 
proportion of the wartime adver- 
tising dollar which the government 
should contribute. 

* * * 

Archibald MacLeish’s Office of 
Facts and Figures has definitely de- 
cided to hire an advertising coor- 
dinator to handle all wartime rela- 
tions of the government with the 
industry. The man chosen will be 
under OFF’s Assistant Director Ulric 
J. Bell, ex-Louisville Courier-Jour- 
nal Washington correspondent and 
ex-Fight For Freedom executive 
chairman. The job will be filled as 
soon as the right man can be un- 
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tlerged publication ads 
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mond greater sales. Tie-up and 
More Sales. Call RCS 
‘dey for details and samples. 


PID COPY SERVICE CO. 


— 125 N. WACKER DR. 


My Y — 415 LEXINGTON AVE. 
EVELAND — NINTH CHESTER BLOG 


covered, and the man-hunt is now 
on in earnest. A suggestion that the 
new post be under Assistant Direc- 
tor William B. Lewis, former CBS 
v.p., has been rejected. Whoever is 
chosen will work closely with the 


information agencies. | A@vertising Council. 


* x ” 
An assortment of pleas from Har- 


old Ickes and his subordinates, urg- 
|ing industry and the public to hoard 
|coal now lest it be unavailable 
| later, has failed to remedy the sit- 
| uation. 


Probably because coal deal- 
ers have never done a great deal of 
advertising, they have not gone as 
far as Ickes would like in staging 
“buy your coal now” campaigns. 
* ¢ «¢ 

Radio, which has already contrib- 

uted millions of dollars worth of 


free time to the war program, may 
get an opportunity to derive some 
revenue from its efforts. A move- 
ment has been started to persuade 
the Treasury Department to pre- 
pare a series of quarter-hour tran- 
scriptions which stations could sell 
to sponsors the same way newspa- 
pers use Treasury mats to sell bond 
promotion campaigns to advertisers. 
Broadcasters’ Victory Council is 
plugging the idea and thinks the 
Treasury will agree if the demand 
is strong enough. 


Fawcett Names Bingham 

Fawcett Publications, New York, 
has appointed Ralph Bingham as 
advertising manager of Life Story 
and Spot. He was formerly adver- 
tising manager of Hillman Periodi- 
| cals, New York. 


Eric A. Tomsett 
Joins “Advertising Age” 


motion, has been added to the New 
York advertising staff of ADVERTIS- 
ING AGE and Industrial Marketing. 


and sales-promotion capacities with 
the Butterick Publishing Company, 
the McGraw-Hill Publishing Com- 
pany, and E. R. Crowe Company, 
Mr. Tomsett served as an executive 
of C. E. Hooper, Inc., and Clark- 
Hooper, Inc., radio and advertising 
research organizations. 


To Al Paul Lefton 

Electrical Association of Phila- 
delphia has placed its account with 
the Al Paul Lefton Company, Phila- 


| delphia. 


| signed. 
Following several years in sales| 


|rector, has 


Druggists has 


Stout Resigns from “Post”; 


Hibbs, Fuoss Take Over 
Eric A. Tomsett, recently engaged | 
in free lance research and sales pro- | 


Wesley Winans Stout, editor of 
The Saturday Evening Post since 
the retirement of the late George 
Horace Lorimer in 1937, has re- 
He will be succeeded by 
Ben Hibbs, editor of Country Gen- 
tleman. 

Robert Reed, formerly associate 
editor, has been made editor of 
Country Gentleman, and _ Robert 
Fuoss, former SEP promotion di- 
been named to the 
newly-created post of managing 
editor of the Post. 


Philadelphia Association of Retail 
appointed Solis S. 
Cantor Advertising Agency, Phila- 
delphia, to direct its account. 


———— 
—SSS 


War conditions making necessary the conservation of 


paper, materials and labor, beginning with the May 1 issue 


Henne 


THE FARMER-STOCKMAN 


will be published MONTHLY 


EFFECTIVE .... MAY |, 1942 


The Farmer-Stockman will be published monthly. 


As a monthly publication The Farmer-Stockman will be 
enlarged in the effort to carry even more of value and in- 


terest to its more than 230,000 subscribers than was for- 


merly published in two issues per month. 


With full realization that “Food will win the war and 
write the peace’”’ Farmer-Stockman editors have already 
taken the lead in helping southwestern farmers solve the 
new production problems which call for substantial in- 


creases in livestock and livestock products, fruits, vege- 


tables, peanuts and soybeans in 1942. 


It is the determination of the editors of The Farmer- 


Stockman that there shall be no let-down in service, 


either to the farmer or the advertiser. 


Advertising now scheduled in the May 15th and other mid- 
month issues may be inserted at the option of the advertiser 
in the first of month issue either preceding or following. 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING COMPANY 


THE OKLAHOMAN AND TIMES 


* WKY, OKLAHOMA City * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED BY THE KATZ AGENCY, INC. 
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BVC Adds Damm 


Broadcasters’ Victory Council has 
added a sixth member, Walter J. 
Damm, manager of radio for the 
Milwaukee Journal, which operates 
Stations WTMJ and W55M. He 
represents FM Broadcasters, Inc., 
formerly represented by John Shep- 
ard, III, BVC chairman and Yankee 
Network operator. Mr. Shepard re- 
cently relinquished his FMBI post 
to Mr. Damm. 


Rug Prices Set 

The Office of Price Administra- 
tion has issued a permanent maxi- 
mum price regulation covering sales 
by wholesale distributors of domes- 
tic wool rugs and carpets. It re- 
places a temporary emergency ceil- 
ing enacted Jan. 5. 


CASTLE 
MAKES MOVIES 


CASTLE 
GETS THEM SEEN! « 


CASTLE FILMS 


B RCA BLDG. FIELDBLDG. RUSS BLDG. & 
B WEWYORK CHICAGO SANFRANCISCO 
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Keep Copy Running 
in Latin America, 


Francisco Urges 


(Continued from Page 1) 


luncheon of the Export Managers | 
Club and the Export Advertising 
Association that Hitler had made} 
“psychological warfare as much of 
an offensive weapon as_ divin: 
Stukas,” and insisted that American 
exporters must guarantee their own 
future by preserving channels for 
dissemination of our _ strongest 
weapons in the psychological coun- 
ter-offensive: “truth, confidence, 
and goodwill.” 


Cessation Would Hit Hard | 


“Most valuable of all contribu- 
tions to better understanding be- 
tween the United States and the 
other American’ republics,” Mr. 
Francisco declared, “will be the 
sponsorship of local programs in 
Latin America, particularly news 
and informative broadcasts, by 
American advertisers.” 

Quoting an analysis of 64 key 
Latin American publications, Mr. 
Francisco revealed that 43 per cent 
of their linage was devoted to prod- 
ucts of United States origin. 

“The loss of revenue represented 
by the cessation of U. S. advertising 
would mean the difference between 
operating at a profit and operating 
at a loss for many of these friendly 
publications,” he indicated. “The 
same thing is true of radio stations.” 

To export advertisers who have 
no merchandise to sell, the former 
agency man suggested following the 
lead of domestic advertisers by 
talking conservation, by dramatiz- 
ing their service stories, by explain- 
ing why shortages exist, and by 
building confidence in the ability of 
United States business and indus- 
try to carry their war assignments 
through to successful conclusion. 


Outlines Committee Work 


In outlining fully the activities 
of the Inter-American committee 


AKRON SALES TAX RECEIPTS 


UP 10.77 


Far Ahead of' State Average ! 


* January Ist to February 2Ist prepaid sales 
tax receipts for the State of Ohio show an 
increase of 2.5°%, despite a loss of 56.8°/, in 
stamp sales in the automotive classification. 


%& SALES FOR SUMMIT COUNTY (AKRON) 
FOR THIS PERIOD INCREASED 10.7%, A 
GOOD INDICATION OF RETAIL BUSINESS 


ACTIVITY 
MARKET. 


IN THIS 


GREAT INDUSTRIAL 


* Akron advertisers find the Beacon Journal 
an outstanding medium for their sales mes- 


sages. 


As proof for this statement we need 


only point out that during 1941, the Beacon 
Journal published 17,693,151 lines of adver- 
tising . . . . . . 3,188,091 lines more than 
Ohio's second newspaper. Such a record is 
your assurance that the Beacon Journal gets 


results. 


AKRON BEACON JOURNAL 


REPRESENTED BY: STORY, 


BROOKS & FINLEY 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


ATTEND CLUB'S 25TH ANNIVERSARY LUNCHEON _ Typewriter Rationing 
Delegated to OPA 


Among leaders at the 25th annual get-together of the Export Managers Club 


of New York were (left to 


right), 


Paul Kruming, president, National 


Export Advertising Service, and toastmaster; Don Francisco, director of the com- 
munications division, Office of the Coordinator of Inter-American Affairs, the 


principal speaker; and Frederick Moeller, 
The session was held at the Hotel Pennsylvania March 10. 


ucts Corp. 


export manager of Lehn & Fink Prod- 


in increasing the channels of infor- Manufacture Halted | 


mation to the other American re- 
publics, Mr. Francisco indicated that 
post-war export advertisers would 
be aided by increased media facili- 
ties, and by increased confidence in 
the truth of the printed and spoken 
word from the United States. 

Five channels of radio distribu- 
tion are being used, for example: 
direct short wave from interna- 
tional stations; relay broadcasts for 
point-to-point pickup by local sta- 
tions; rebroadcast over local sta- 
tions of outstanding U. S. programs 
via international networks; trans- 
criptions prepared especially for 
Latin American stations, the equi- 
valent of “spot” broadcasting; the 
direct sponsorship of local station 
programs by U. S. advertisers and 
local U. S. organizations in the 
other republics. Every effort is 
being made to develop the audi- 
ences of local stations. 


Builds Confidence 
“Since its inception the coordina- 


/tor’s office has sought to increase by 


every means the publication in the 
other American republics of news 
about the United States. This 
program has been intensified greatly 
since the declaration of war,” he 
reported. “Opinion tests already 
prove unquestionably that the Latin 
American republics have confidence 
in the statements of our national 
leaders, confidence in the objective 
news reporting of our press services 
and broadcasting stations.” 

Again alluding to advertising, he 
reiterated: “If we are fighting to 
insure a future in which competi- 
tive enterprise will flourish, in 
which we can resume our places in 
the front line of commerce, can we 
afford to toss goodwill into the dis- 
card? Can we allow 
recognition and brand preference to 
fall by default? Can we black out 


| advertising for the duration?” 


Mr. Francisco’s talk highlighted 
the luncheon meeting of the 25th 
anniversary annual “get-together” 
of the Export Managers Club of 
New York, held in conjunction with 
the Export Advertising Association. 


Weston Hill Joins 


Sherman & Marquette 


Weston Hill, 
formerly vice- 
president and 
copy director of 
H. W. Kastor & f 
Sons Advertising 
Company, Chi- 
cago, has joined 
the copy depart- 
ment of Sherman 
& Marquette, 
Chicago. Before 
joining the Kas- 
tor agency, Mr. 
Hill had been on 
the New York 
copy staffs of 
Blackett - 
Sample-Hummert and Ruthrauff & 
Ryan. 


Bower to Knoxville 


Charles Bower, formerly a mem- 
ber of the national advertising de- 
partment of the Chattanooga Times, 
has been appointed national adver- 
tising manager of the Knoxville 
News-Sentinel. He succeeds Frank 
B. Powers, now in the Army. 


4 


Weston Hill 


trademark | 


The War Production Board has | 
ordered the manufacture of radios 
and phonographs for civilian use 
discontinued after April 22. Com- 
panies may complete sets on which 
assembly work has been started by 
that date, under the limited pro- 
duction quotas laid down in an 
earlier curtailment order. Manu- 
facture of replacement parts is not 
affected. 

Fifty-five companies, which did 
an annual business of $240,000,000 
last year, comprise the industry. 
These companies have already re- 
ceived $500,000,000 worth of war 
orders, and industry employment 
will be greater after conversion is 
completed than it has ever been 
before. 


WOR Conserves Paper 


WOR, Newark, will abandon “for 
the duration” the publication of its 
familiar large booklets using “criti- 
cal” papers, inks, and dies. 

New booklets will depend on lay- 
out and typography for attention 
value, according to Joseph Creamer, 
promotion and _ research director, 
and promotion will be concentrated 
primarily in business papers. 


| countries. 


a 


The War Production Board, which 
froze deliveries of new and useq 
typewriters March 5, has delegateg 
to the Office of Price Administra. 
tion the authority to ration at both 
wholesale and retail levels the «ale 
transfer or other disposition of used 
typewriters and a limited quantity 
of new machines. 7 

The WPB directive to OPA ex. 
empted from rationing new type. 
writers for any federal agency, or 
machines for export to forcign 
OPA is working on a4 
rationing program to be announ ed 
shortly. 


Betz to Republic. 


Paul J. Betz, formerly in ‘he 
advertising department of Penn: i] 
Company, has joined the sales pro- 
motion department of the steel ond 
tubes division of Republic Stee} 
Corporation, Cleveland. Mr. B ‘tz 
was the winner of the ADVERTIS) yg 
AGE college essay contest in 193: 


POINT-OF-SALE 
DISPLAY ? 
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JUVENILE MARKET GROUP 
480 LEXINGTON AVENUE 


— WEW YORK CITY, WY. 


The "city slicker’ 
will now become 
a city sticker 


Restriction of travel by motor car, under 
new gasoline and rubber restrictions, 
presents the probability of a complete 
revolution of the living habits of the 
nation—a reversion to community and 
home interests such as obtained in pre- 
automotive days. As in all cases of sud- 
den changes, the daily newspaper ex- 


actly fits the new situation, 


Its cover- 


age of local or community news-—whose 
readership rating has always been high 
will now take on new and higher value 
to advertisers as its importance to its 


home town people increases. 


A daily 


paper is as much a part of loronto 
homes as the milk bottle, and 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


New York: DAN A. CARROLL 


CANADA 


Chicago: JOHN E. LUTZ 
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» publishers’ 
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. | is at work on a plastic tube, but is May Company and Mandel Broth- Mr. Sarg went through bank- 

Pe sodent Tests in ‘not yet sure that production is Charles Babcock, ers. ruptey in 1939, following the col- 
|possible. Any advertising on the Joining the George Batten adver- lapse of his New York World's Fair 


Four Newspapers, 
Employs Color 


Chicago, March 12.—Pepsodent 
Company is currently testing color 
newspaper advertisements 
markets on a 13-week 
The 
two-color, 101-line 
size, and are sponsored on behalf of 
Pepsodent tooth power. 

Copy is running in the Indian- 
qpolis Times, the Post-Standard, 
Syracuse, N. Y., the News Leader 
and Times-Dispatch, Richmond, Va., 
and the Herald and News Tribune, 
Duluth, Minn. Four-color copy is 
appearing in Indianapolis and Syra- 
cuse, and two-color copy is being 
used in Richmond and Duluth. Copy 
appears On comic pages, usually on 
Thursdays. 

The copy theme being used is 
the same “twin” theme employed in 
the tooth powder’s magazine adver- 
tising, but the test is significant 
from an advertising standpoint be- 
cause it marks the return of Pepso- 
dent to newspapers after an absence 
of several years. The company is 
an extensive user of radio and 
magazine advertising, and news- 
paper representatives will watch 
the company closely to determine 
whether newspapers will be re- 
turned to Pepsodent’s regular 
schedule as a major medium. 


Calls Test Normal 


Victor A. Hunter, Pepsodent ad- 
vertising manager, said that the 
sales test was being conducted as 
a “normal operation.” “We are not 
asking for extra 
service in this sales test,” 
plained, saying that 
were not asked to make _ special 
in the company’s behalf. 
Newspapers were, however, 
quested to cooperate 
movement-of-goods inventory every 
two weeks. 

Behind the 


he ex- 
newspapers 


test campaign lies 
group of Chicago 
representatives, who, 


tative of the Bureau of Advertising, 
American Newspaper 
Association, approached Pepsodent 
and its agency, Lord & Thomas, last 
fall. The committee had selected 
1 group of accounts, among them 
Pepsodent, which it believed might 
be sold on the idea of using news- 
papers again as a primary sales 
medium. The committee presented 
its story, backed it up with con- 
sumer sales data, plus the idea of 
using R.O.P. color, and the test 
ampaign now being conducted is 
the result of Pepsodent’s favorable 
1ecision. 

Meanwhile, reports that Pepso- 
lent_ would shortly be ready to 
egin advertising test campaigns on 
vehalf of a new plastic tube con- 
‘ainer which would replace the 
metal one now in use were cate- 
S0rlcally denied both by Pepsodent 
nd Lord & Thomas. The company 


pparae 
| Opportunity 
for a Real 
CAREER 
CIRL! 


The head of one of Chicago's 
tee, uP and coming adver- 
fee = companies ix looking 
is " private secretary who 
po fied to serve in a most 
an dential, important and 
ae ning job, at high sal- 

Yand with a promising 


a Good education, per- 
real 's and background are 
om red, as well as expert 
geea, “phie ability, tact and 
fall “ppearance, Write in 
detain vafidence, giving all 
shoe os and enclosing snap- 
— if possible. Address: 
ton SOS, e/o Advertising 


i hicage. 


in four} 
schedule. | 
insertions are four-color and) 
on 8-column | 


merchandising | 


re- | 
in taking aj} 


Publishers | 


| subject, company officials said, “‘is 
|a good distance away.” 


| enn 
‘Monarch Promotion Up 


Monarch Machine Tool Company, 
Sydney, O., has started a new cam- 
paign using spreads in industrial 
publications to show how to 
more work, both in man and ma- 
chine hours, from its lathes. The 
campaign is in addition to its regu- 
ar product advertising schedule. 
Fuller & Smith & Ross, Cleveland, 
directs the account. 


Joins Gray & Rogers 

T. Harry Thompson, formerly 
copy supervisor with N. W. Ayer & 
Son, Philadelphia, has joined Gray 
& Rogers, Philadelphia. 


Gives Agency Discount 
““Aerosphere,” aeronautical ency- 
clopedia, published by Ai\jrcraft 
Publications, New York, will allow 
a 15 per cent agency commission 


get | 


Veteran Agency 
Executive, Dies 


New York, March 10.—Charles J. 
Babcock, 60, vice-president of Bat- 
ten, Barton, Durstine & Osborn, 
Inc., and an ac- 
tive member of 
the agency since 
its formation, 
died at his Port 
Washington 
home Friday 
night. Services 
were held in Port 
Washington 
Monday. 

Following en- 
listment as a pri- 
vate in the Span- 
ish - American 
war, Mr. Babcock 
served in promotional and advertis- 
ing capacities with Marshall Field 
& Co., Carson Pirie, Scott & Co., 


C. J. Babcock 


tising agency in 1911, he directed 
the advertising of the Armstrong 
Cork Company, E. I. du Pont de 
Nemours & Co., and the Hammer- 
mill Paper Company during his 30 
years’ service in the agency field. 

He leaves his wife, Mary Agnes 
Babcock, and four children, Richard 
J. Babcock, Mrs. Robert P. Uhl, 
Mrs. Thomas W. Wasson, Jr., and 
Philip L. Babcock. 


— 


TONY SARG 

New York, March 10.—Tony Sarg, 
who stepped from an art director's 
post with a British advertising 
agency to prominence in virtually 
every phase of artistic showman- 
ship, died late Saturday in Man- 
hattan General Hospital. He was 60 
years old. 

He designed the 150-foot drag- 
and the titanic alligators 
and barking dachshunds that fea- 
tured the annual Thanksgiving 


ons 


effective with the new 1942 edition, | Florsheim Shoe Company, George S.' parades of R. H. Macy & Co. here. aluminum for five bombers. 


ventures. His death was due to 
complications following an appendi- 


citis operation Feb. 17. 
W. B. HUNTING 
Cincinnati, March 11.—William 


Brown Hunting, 68, financial adver- 
tising manager of the Cincinnati 
Enquirer until his retirement five 
years ago, died here March 1. He 
served 30 years with the newspaper. 


Consumer Paper Folds 


Consumer Education, issued by 
the Institute for Consumer Educa- 
tion, Stephens College, Columbia, 
Mo., has suspended publication with 
its December-January number. 


Westinghouse Blacks Out 
Electric signs on all Westinghouse 
Electric & Mfg. Company plants will 
be turned off, the company has re- 
vealed. The electricity saved, it is 
estimated, is enough to produce 


> 


AP» 


You 


astute advertiser sit up and take notice. For instance: 


should 


see our figures 


For radio advertisers who think of early 
morning, late evening and Saturday morning as 
“marginal” time—WCCO has unveiled some interesting 
figures. The figures are from a recent Samuel E. Gill study of 


radio audiences in the Minneapolis-St. Paul area — and they'll make any 


Six out of ten Twin City radios are turned on before 9:00 A.M. From six to nine 


o'clock WCCO commands an average of 54% of this audience. 


As late as 11:15-11:30 P.M. the study shows 81,355 families in the WCCO area 


listening to the radio. From 10:00 PM. to 1:00 A.M. WCCO’S average quarter hour 


audience is three times as great as the next station in the Twin Cities — sixteen times 


as great in the “outside” Northwest. 


On Saturdays between 8:00 A.M. and 12:00 noon, nearly one in every three 


families listens to the radio during the average quarter-hour. In every one of these 


quarter-hours WCCO's audience is greater than that of the other three network 


stations combined. 


The complete details, by quarter-hours, have been 


assembled in a book entitled “First 


Morning — Last Thing At Night’. Write us for a copy. 


50,000 WATTS WHERE IT COUNTS THE MOST 


Owned and operated by the Columbia Broadcasting System. Represented by Radio Sales 


with offices located in New York, Chicago, St. Louis, Charlotte, San Francisco, Los Angeles 


Thing In The 


MINNEAPSLIS- 87, PAUL 
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ANPA Bureau Copy 
to Stress Value 
of All Advertising 


New York, March 12.—More than 
350 newspapers in the United States 
and Canada will publish a new 
series of institutional advertisements 
stressing advertising’s increasingly 
important public service role in 
wartime. 

Prepared by the Bureau of Ad- 
vertising of the American News-| 
paper Publishers Association for In wortime, ADVERTISING performs even greater services for you 
optional use by its members, the I nas 
series will be the first Bureau cam- peter nc 
paign devoted entirely to the inter- reser pak eo tng sortesetamnt 
ests of all advertising, rather than pet GPA cee aden Ate Ni 
to the peculiar benefits of news- wieder nw ond = 
papers. 

Headlined “In wartime, Adver- | 
tising performs even greater serv- 
ices to you,” the opening ad in the 
Bureau’s new series stresses tne 
manifold services of advertising— | 
saving time, energy, and money; jes 
giving up-to-date, | pared by the Bureau of Advertising of 


reliable buying . 
news; telling consumers how to con-| ‘te ANPA for its member newspapers, 
this advertisement stresses the impor- 


tance of all sound advertising as a 
wartime public service. 


TELLS SERVICE 


With of the or work ('m doing these 
dor shopeng ws! wear mm veo terre 

how do you over manage te get se 
mut bone with vo lta tame? 


1 The Mareen of Advertivng © Ameruan Newspaper (ublemers Arum sate «wha thes 


First of a new institutional series pre- 


hand 
use new products; reporting indus- 


serve goods on and how to 


|to keep millions of workers em- 
ployed through sustaining produc- 
tion in 
flict with the prosecution of the war. 
Subsequent copy will outline 
additional wartime benefits of ad- 
vertising. 
ea an. Previous campaigns of the Bureau 
lots - 100 é Sick ten |of Advertising have been accepted 
with authentic photographs . . | by upwards of 300 newspapers, and 
they tell the story . . they | early mat orders from members of 
ae, the product. Call 'the ANPA indicate even wider cir- 
ra ed ee prices and |culation of this series. 
| 


nPID copy SERVICE 00. 


le? Pettingell & Fenton 


a Vivadou, Inc., maker of Djer- 
ally’ tiles os  IniGaenn sane * Kiss and Mavis toiletries, 

Meg : : placed its account with Pettingell | 
CLEVELAND — NINTH-CHESTER BLDG. | & Fenton, New York. 


| try’ s wartime services, and helping | 


industries that do not con-| 


has | College. 


MONTREAL 
TORONTO 


WINNIPEG 


MAN TO LOCK BARN DOOR 


: AFTER HORSE WAS STOLEN! 


ond Tim WRC 


980 KC 5000 WATTS 


RED NETWORK OF NATIONAL BROADCASTING aa 


Represented wer ay Be NBC Spot Sales Offices in Washi 
York —Chicago—San Francisco— Boston —Cleveland— Denver a 


Hollywood 


Dairy Councils 
Take Optimistic 
View of Future 


Detroit, March 11.—The impact 
,of war on the consumption of dairy 
| products furnished a lively theme | 
‘for the mid-winter conference of 


| the National Dairy Council here last | 


week, the largest annual winter 
meeting ever held by the group. 
Clyde E. Beardslee, head of the 
dairy division of the War Produc- 
tion Board, could not attend the 
session and Carl F. Burger, attorney 
for Detroit dairy operators, who 
| spoke in Mr. Beardslee’s place, said 
the creamery men had hoped to find 
}out what the government expected | 
lof the dairy industry in the war 
| emergency. Present indications, he 
declared, are that little rubber will 
be available for customary retail 
deliveries or that it will be avail- 
| able, “over a longer period of time, 
_for wholesale milk deliveries. 
| Speakers predicted that because 
|of the rubber restriction, shortage 
of labor and high wages, sweeping 
|changes in handling and distribu- 


| tion of products are in the offing. 


|The industry, it was pointed out, 
always has found a way to get its 
|product to the people, and will 


|continue to do so despite the tire 
| short ige. One suggestion discussed 
| was the use of messenger boys for 
| deliveries, as is done in some Euro- 
pean countries. 


Foreign Market Looms 


“For the first time in history, 
|dairy products of this country are 
| being exported in sufficient amounts 
| to have an influence upon the indus- 
| try,” declared Ernest L. Anthony, 
| dean of agriculture, Michigan State 
Depletion of Old World 
stocks of dairy cattle, according to 
Mr. Anthony, will create a post-war 
market for dairy cattle and dairy 
products. He advocated more effec- 


dairy industry. 
Although the National Dairy | 
Council itself does no advertising, 


carry on advertising 
E. M. Harmon, director of public 
relations for the Council, said that 
advertising of local councils, by and 
large, is on the increase. 

The national organization con-| 
ducts an extensive educational pro- 


| gram, working through — schools, | 
physicians, nurses, dentists, dieti- 
tians and industrial plants. New| 
educational material is 

j}each year, and one 


functions of the mid-winter confer- 

}ence is to pass on material to be 
used during the coming year. The 
| Council last year sponsored a com- 
prehensive market survey, con- 
|ducted by McCann-Erickson. It 
was designed to show who drinks 
milk, what people think about the 
product, and what they know about 
it. Attitudes and buying habits 
were obtained through 1,552 inter- 
views in five cities. The material 
obtained formed the basis of an 
advertising campaign, 
McCann-Erickson, and offered to 
local dairy councils. The new cam- 
paign was on display in a special 
room throughout the three-day con- 
ference. 

The campaign consists of news- 
paper advertisements, radio and 
outdoor posters. Three local coun- 
cils, Columbus, Cleveland and 
Cincinnati, already are using the 
newspaper campaign, with adver- 
tisements varying in size from small 
teasers to 1,000-line space. 


Buys * ‘Daily News” 


William Loeb, publisher 
Messenger, St. Albans, Vt., has pur- 
chased the Daily News, Burlington, 

t., from Charles P. Hasbrook. Mr. 
Hasbrook will continue to operate 
Station WCANXN, Burlington. 


of the 


Jones to War Post 


A. M. Jones, 

manager of Canadian 
Company, Toronto, has resigned to 
become director of internal railroad 
transportation with Defense Indus- 
| tries, Ltd., Pickering, Ont 


Doughnut 


so! 


| cash with order. 


| manager of the bottling department 


tive merchandising methods by the | 


its 39 local units from time to time Litho Club to Meet 


programs. | 


| 
| 


| 


prepared merly 
of the main) director of research, Crowell-Collier| tion at the Hotel Waldorf-Astoria 


prepared by | 


TESTING? 


formerly advertising | 


—. 


Cdve visi 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and 
“Representatives Available,” 30 cents a line, minimum charge $1. 


Te rms 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
$4.75 per inch. 


REPRESENTATIVES AVAILABLE | POSITIONS WANTED 
EXPERIENCED and AGGRESSIVE |} ADVERTISING MAN, 25 years ajj 
Publishers’ Representative above draft| round experience in agencies ang 
age with wide acquaintance and good | managerial positions (including copy) 
reputation maintaining own  office| desires full or part time work, las 
fully equipped—not just desk space—| lately specialized in copy on mech inj. 
desires one more accepted industrial | cal and electrical products for promo. 
or trade publication. Can furnish A-1| tion and trade press. 
refs. rogarane integrity and ability.| Box 3642, ADVERTISING AGE, Chego 
Member N. I. A. A. Sales Promotion Man. 
Box 2640) ADVE RTISING AGE, Chgo Advertising ane Sate Foomption i 
Well established publ.’s reprs. with! nat'l dog food account. All media 
own office and staff in N. Y. C., wide! Excellent record, Draft exempt. 34 
experience, covering New York Metro-| yrs. old. 
politan, New Jersey and Pennsylvania | Box 3639, ADVERTISING AGE, Cigo, 
| territories, is now in a position to) EXPERIENCED BUSINESS PAVER 
provide aggressive, hard-hitting rep- EXECUTIVE 
resentation for an add'l, publisher. —seeking a new connection with <uc- 
Proven ability to handle trade, tech-| cessful trade or business paper 
nical and consumer papers. Strong,| Was a twelve year record of-outstand- 
| lone established agency contacts. Suc-| ing accomplishment covering every 
cessful results delivered, proven by | phase of the publishing business ire 
record for media now represented. | * 7. ‘ sale P tior editorial 
| Will cover all the territory or any |‘ ulation and sales promotio oe _ 
part Write . . t--. office — es RO nt. 
. en NVEPRTICING <a wn y | Have intimate Knowledge of printing, 
Box 3641, ADVERTISING AGE, N. ¥- | production and wide range of Knowl- 

a |}edge on all publishing problems 
HELP WANTED I am looking for a managerient 
Creative contact executive wanted by | position with a publisher or any com- 
responsible Middle West industrial | pany that needs a man with a real 
motion picture and slide film producer] background of advertising and mar- 

requirements call for man to co-| keting research. If you have such a 
operate with sales force in contacting | position to offer and are willine t 
prospective clients plan and write] pay a salary equitable for knowledge 
presentations and if necessary pre-| and results, I can do a real job for 
pare finished scenario. Give complete} you Geographical location of com- 
details as to past experience in com-| pany is no barrier. 
mercial film or allied fields. Age 32: 8 years’ university; miar- 
Box 3645, ADVERTISING AGE, Chgeo j ried; draft exempt 

Will be available for duties April 1 
POSITIONS WANTED | Rox 3646, ‘ADVERTISING AGE, Chg 
Draft-Exempt Adv. Salesman — 39. | EXECUTIVE SALES M AN WITH 
Knows N Adv. Mers. and Agencies. | midtown office seeks suitable conne 
Class, mass or trade publication. Sal-/| tion or representation, N L. Huet 
ary 67 West 44th St.. New York Cit 
Box 3647, ADVERTISING AGE, N. Y.| MUrray Hill 3—0386. 


Adds Leslie Hauger 


Leslie S. Hauger, formerly adver- 
'tising manager of Everts’ Jewelers, 


Ruppert Advances Mohr 
Walter R. Mohr, formerly 


sales 


of Jacob Ruppert Brewery, New| Dallas, has joined the staff of Watts 
York, has been named marketing | Payne—Advertising, Tulsa, as ac- 
manager. He succeeds Harry M.)|count executive. The agency has 


|}been named to direct the advertis- 
ing of Hale-Halsell Company, Mc- 
Alester, Okla., coffee roaster, and 
| Braden Steel Corporation, Tulsa. 


| Birsner, resigned. 


Litho Club, New York, will hear | 
J. I. Biegeleisen discuss silk screens 
at its regular dinner meeting at the | 


Goode Joins Copeland 


Morton Goode, formerly distric! 


Builders | Club, 2 Park avenue, on | director of Nash-Kelvinator Cor- 
March 25. poration, Newark, has joined Cope- 
| 


land Displays, New York, as account 
executive. 


Sets Convention Date 


Toilet Goods Association, New 
Robinson, | York, will hold its annual conven- 


To Cecil & Presbrey 


Alice B. Day has joined Cecil & | 
Presbrey, New York, as director of | 
consumer research, She was for-| 
assistant to Ray 


Publishing Company, New York. June 15-17. 


Profit Opportunity for Advertising Agencies 


NO CAPITAL REQUIRED 
long 


NATIONALLY KNOWN, £ 
lL \ established, strongly financed 


Chicago advertising agency is in- 


proved advertising men and who 
still have accounts which can be 
better served with profit to them- 
selves and their clients by redue- 
combining 


terested in negotiating with ad- 
ing overhead costs, 
strength in 


deliv ering greatly 


vertising agencies whose present 


billing has decreased beyond pos- creative personnel, 


sibilities ofan operating profitdue and thereby 


/ 


to cancellations and reduced improved service to all clicnts. 
schedules by clients whose peace- 
time activities have 
rupted by priorities and conver- 


Your Name or Our Name need 
not be divulged until the basic re 
quirements have been established 


been inter- 


sion to all-out war production. 
certified ae 


Your attorneys or 
Not Interested in countants are invited to reply te 
“Satery Hunters,” Prometers, this advertisement and to act & 
or New-Business Opportunists vour intermediary. Our atte 
Only interested in seasoned pro- nevys will communicate with (hem 
prietors and associates who are to negotiate for us. 
Write to Box 3644, Advertising Age, Chicago 
_—————_<, 
a —— 


20) W. 1340. Full vime. 
Sears & Aye’: Rep* 
Local help given. 


wsoy 


Reach a big chunk of 
ILLINOIS...do your testing 
thru the DECATUR station, 


—— 
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Vital Rail Route 
Stressed in New 
Union Pacific Copy 


(Picture on Page 1) 

Omaha, March 12.—The Union 
Pacific Railroad has launched an 
institutional campaign by which it 
seeks to sell itself both to the public 
and its employes. Using newspa- 
pers, national magazines, outdoor 
and standard railway employe pub- 
lications, the company stresses its 
responsibilities in the war effort 
and emphasizes its geographic loca- 
tion as “the strategic middle route.” 

The opening gun of the drive 
shows a railroad worker striding 


ADVERTISING AGE 


along beside his small son, who 
asks, “Daddy, ain’t you got a uni- 
form?” To which his father, refer- 
ring to his overalls, replies, “Yes, 
son, this is my uniform.” Below 
appears the slogan, “Keep ’em roll- 
ing,” and “the railroads are the first 
line of defense.” This copy appeared 
on outdoor posters, ran as a full- 
page advertisement in on-line city 
newspapers, in employe’ publica- 
tions, and was reprinted and dis- 
tributed in color throughout the 
railroad’s territory. A second poster 
will follow in the next few weeks. 

Slated for magazines is full-page 
and two-thirds page copy which 
will appear in Forbes, Fortune, Na- 
tion’s Business and Newsweek. 
Copy hammers hard on the U. P. 


route, which runs almost straight 
from Omaha to San Francisco by 
way of Cheyenne and Ogden, Utah. 
In one insertion, a picture of Abra- 
ham Lincoln hangs over a’ Union 
Pacific freight, and copy reminds 
readers that “the railroad Lincoln 
planned to connect the east with the 
west for national unity and defense 

. was then—is now the Strategic 
Middle Route.” Other magazine 
advertisements will tell the public 
of husky freight engines, of the 
freight job faced by the road, and 
of the streamliners that move key 
government and business men in a 
hurry. 

The Caples Company, 
directs the account. 


Omaha, 


Fly Admits Doubt 4*t Studios Elect — 
a en ae a ae 
ms Trade, New York, has electe re 
Over Press Radio following a president, Salva- 
tore Castagnola, Castagnola Adver- 
Powers of FCC tising Art Studio; vice-president, 
P Arthur Sudler, Sudler & Haines; 
Washington, March 13.— Chair- ell Francis H. Royer, seaee i 
man James L. Fly of the Federal } Royer Studio; and secretary, 
Communications Commission ad- Sylvia Yuster, Yuster Studio. 
mitted before the House rules com- siiatianciiiaaiaie 
mittee yesterday that it is a ques- . 
tion whether FCC has the authority —_—— gc al idl 
to bar newspapers from participa- order limiting the we of chlorine in 
tion in broadcasting. He testified at Certain civilian fields, but not 
a hearing on the resolution for an | changing the newsprint situation, 
FCC investigation, sponsored by! will become effective April 1, in- 
ep. E. E. Cox. stead of Feb. 25 as first planned. A 
"rusieuan Fly denied emphatic- | printing delay preventing delivery 
ally that FCC undertook its current | of necessary forms caused the post- 
newspaper-radio investigation with | Penement. 
the intention of forbidding joint 
ownership. Denying that he had 
ever contended that FCC has the 
power to issue such a rule, he de- 
clared “there is a serious question 
as to whether the commission can 
do anything about it” if it should 
develop that something should be 
done. 
Under constant attack from Rep. 
Cox and Rep. Richard B. Wiggles- 
worth, author of another measure 
for an FCC investigation, Chair- 
man Fly defended his administra- 
tion and asked that he be granted | 
an opportunity to testify again. 


Watson Also Assailed 


The witness was questioned on 
his failure to dismiss Dr. Goodwin 
Watson, chief broadcast analyst, 
whom the house has voted to deny 
funds from a pending appropria- 
tions bill. Dr. Watson has been 
charged with Communistic leanings, 
but has been defended by Chairman 
Fly. 

The FCC chief said he held ‘no 
brief” for Dr. Watson and does not 
believe in all the things he has 
written, but that the Senate com-_| 
mittee considering the bill in which 
Dr. Watson is singled out should 
have an opportunity to see and 
hear him. Chairman Fly said he 
would dismiss his appointee if Con- 
gress takes final action denying 
funds. 

Rep. Cox charged that “there are 
more fellow travelers and more 
revolutionists in FCC” than in any 
other agency, and that if all of them 
were dismissed the staff would be 
cut in half. 

Rep. Wigglesworth charged 
Chairman Fly with failing to break 
up radio monopolies. In_ reply, 
Chairman Fly pointed to the order 
requiring the National Broadcasting 
Company to dispose of its Blue 
Network and “return control of the 
stations back to their owners.” 

Following another session today, 
the committee deferred final action 
on the Cox resolution until March 


MERE SPECTATORS DON’T SHARE IN THE GATE RECEIPTS 


“Nice going!” "Smooth stuff!” "Pretty work!". . . The admiring spectators 
voice their approval. From the side lines they are watching the other fellow 
do his stuff. . . If the wallop they get from seeing an outstanding perform- 


. ance is a reward for their time and trouble—fine! That's appreciative 
| admiration, and reward enough—perhaps. But if they wonder why in the 


Hoskins to Supermarts 


David F. Hoskins, formerly in the 

advertising department of the 
Ledger-Enquirer, Columbus, Ga., 
has been named promotion and 
idvertising manager of Big Apple 
Supermarkets, Atlanta. 
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world they can’t do something like that themselves, and, being free, able- 
bodied and normally intelligent, they still don't do anything about it— 
well that's something else again. . . . There are still some pretty smart 
advertisers who observe with envy the wonderful jobs their competitors 
are doing in the current publications . . . powerful copy, nice layout, fine 
composition and beautiful, sparklingly realistic illustrations. They know that 
| their own copy, art and composition are tops; they've invested plenty in 
them, but their illustrations —engravings—are flat, colorless, dead. What 
hurts most is that they know, also, that their competitor's products are doing 
right well, too. . . . The really wise advertisers aren't sitting on the side 
lines any more; they're getting their share of the gate receipts. They have 
found that to get a dollar’s worth of results they have to put a dollar 
to work, and, in nine cases out of ten, the ultimate cost to them is less than 
if they had tried to make 83 cents do a dollar job. .. . If you'd like to do 
a little checking on your own account, you'll find that a surprisingly large 
number of successful advertisers, whose advertisements are consistently 
leaders in the current publications, have their engravings done by ROGERS. 


Rocers ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
CALUMET AVENUE - 


ILLINOIS 
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Food Advertisers 
Create Foundation 
for New Campaign 


(Continued from Page 1) 


farm to the corner grocery. And 
you can analyze the implications of 
nutritional research to total food 
distribution problems.” 


To Announce Plan 


‘tional plan devised by the Office of | 


To Columbia Recording 


foundation members to “protect its 
integrity and multiply its effective- | 
ness” and, if they wished to co- 
operate with the program, to adhere 
to it strictly. “Take it or pass it 
by,” he said. “We ask that the plan 
be not confused by imitations.” 
That advertising will be called 
upon to shoulder a heavy burden in 
the task of improving national nu- | 
trition was made clear. The na-| 


Defense Health and Welfare Serv- | 
in collaboration with the in- 


Wenner aden * Herald” 


| | Bacardi Rum Drive 


Frederick Wagner has been added| Starts in April 


to the staff of the Los Angeles 
Evening Herald and Express as a 
special advertising representative. 
For five years Mr. Wagner was 
publisher of the San Francisco Call- 
Bulletin and previous to that was 
vice-president and Pacific Coast 
manager of Paul Block & Asso- 
ciates. 


Edward A. Cushing, 


month in Collier’s, Life, 
| Yorker and Time. 


‘a new 
formerly | 


Schenley Import Company will | 
launch its 1942 campaign for Ba-| 
cardi rums in April issues of =a 
magazines, with copy featuri 
Pan-American theme and ssn 
“the Americas agree on Bacardi.’ 
Color insertions will appear —- a| 
The ew | 


Particular emphasis will be placed | 
upon the Bacardi label by means of | 
slogan, “See, See, Senor!” 


~ Breckenridge Unit. 
Joins Ranks of ‘Ex’ 
Newspaper Groups 


(Continued from Page 1) 


the discontinuance of Basic News. 
paper Group, composed of South. 


The Federal Security Adminis-_ ices, 1 7 ‘ly, Lawrence C. Gumbinner Advertis-| west dailies, in April of 1940. [ft 
trator called attention to the offi- dustry, medical authorities and Music critic of the Brooklyn Daily ing Agency directs the account. leaves the newspaper field with 
cial “food guide” issued last week | public health officials, will be ex- Eagle, has been named to direct —— only one organization interested jn 


(ADVERTISING AGE, March 9) and to 


plained in detail before the end of 


classical music promotion for the 


Gets Dress Account 


selling space on any sort of 


M: 


— 


Columbia Recording Corporation, 


the forthcoming national nutrition | the month, Mr. McNutt declared. Bridgeport. He succeeds David Hall House of D’Armand, New York | tional group basis in week-day pa- 

plan by which the government—| The plan, he added, “provides for- | who has resigned to join the script dressmaker and milliner, has ap-| Pers, after a period of several years 

and industry—hope to make the|mulae through which every food department of the National Broad-| pointed Sophie Goode, New York, to in which frequency-discount and 

nation food-conscious. He asked advertiser can help.” casting Company, New York. direct advertising. unit-selling organizations have 
flourished and died with ama ing 
rapidity. 

The single organization left jp 
the week-day national group fel 
is United Newspaper Advertising 
Inc., headed by Harvey Malott, ‘or- 


merly with the Kansas City Jour nal. 
and Les Barton, formerly of Major 
Market Newspapers. This org. ini- 4 


j 


zation, set up in December of last ye 
‘ 


Mr. Advertiser: 


+ © aera mone 


year, is not yet attempting to sel] 
space, but hopes to have a rate card 
and a schedule of frequency {is- 
counts ready by May 1, and there- 
after to knuckle down to the task 
of selling its wares to national ad- 
vertisers. 


Acts as a Broker 


United Newspaper Advertising 
differs in its organization from 
group-selling units which have pre- 
ceded it in that it plans to act as 
a broker of space, and while news- 
papers are asked to cooperate with 
it by granting continuity discounts, 
they will not be directly nor finan- 
cially involved. The company wil] 
act as an independent contractor, 
| selling space to advertisers and 
| buying it from newspapers. 

Its “national unit plan” visualizes 
|a unit consisting of one newspaper 
in each of 96 markets, so selected as 
‘to provide a minimum of 20 per 
cent coverage of all families in each 
| state throughout the country, and 
| its officers’ energies thus far have 
been concentrated on explaining § 
| the plan to selected newspapers and F 
| bespeaking their cooperation. ' 
Some 85 of the newspapers 
| sought have already been contacted, 
| with what United says are excel- 
| lent results. Preliminary endorse- 
ments or expressions of interest 
have been forthcoming from prac- 
tically all of those contacted 
| United’s future activities will de- 
| pend in large measure upon the re- 
| sults of a meeting to be held in 
| Chicago March 27-28, when an in- 
| formal “newspaper advisory board” 
composed of newspaper executives 
representing various sections of the 
country, will gather to thrash out : 
number of vital problems, includ- 
ing the scale of frequency dis- 
counts. 


Katz Adds WISN 

Station WISN, Milwaukee, has 
appointed the Katz Agency as na- 
tional representative. 
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Since the founding of the Advertising Typographers 


Association of America, it has been the pledge of its members 


that ATA service will always embrace these things: 


Highest Quality... Everything possible is done to produce typography that is outstanding. 
Intelligent Service... This important feature includes knowing exactly what the customer wants. 
Expert Craftsmanship ...The ablest typographers in the country like to work under ATA conditions. 
Complete Facilities ... Having the modern equipment necessary means faster work and no disappointments. 
Sound Business Dealing... Business methods of ATA members are as clean-cut and accurate as their typography. 


Good Taste... ATA members offer valuable suggestions on the proper and accepted use 
of type and typographical material. 


Uniform Practices ...Things are done in the same efficient way in ATA shops throughout the country. 


Greatest Choice of Type Faces...In spite of expensive inventories, all type faces that advertising usage 


demands are available to you. 


Type Service For All Advertisers . 


.ATA members are prepared to set type for rotogravure, offset, letter press 
or any other medium of printing in addition to advertisements. 

Pau 
dist 
feat 
wer 


Strict Code of Ethics ...This is positive insurance that the customer will receive honest treatment 


and fair dealing at all times. 


Lowest Practical Costs... Because ATA service functions to eliminate waste, delays and misunderstand- 


— 


ings, work is done in the minimum length of time, typographical corrections 


are definitely reduced, and the result is a material saving. 


IN 
"Typography 5 ‘| Conclusion ...A company that can offer you such a comprehensive program is worthy 
hat Sets Up = > - ; . ‘ ‘ . . , 
prion g z 2 of your confidence and your business. If you are looking for the best in typographical Collins Miller & Hutchings 
\< | j ’ 
g § service, phone the nearest ATA member at once. It will be a wise move on your part. INC 
WZ 
MERICRA 
AKRON, OHIO CLEVELAND, OHIO KALAMAZOO, MICH. Atlas Typographic Service, Inc. | PHILADELPHIA, PA. 


The Akron Typesetting Co 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edward Sahlin 


‘Photo-engravers in Chicago 


Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 
Samuel Katz, Typographer 
Rising-Hammond, Inc 


MILWAUKEE, WISC. 
Arrow Press 
George F. Wamser, Typographer, 


Central Zone Press, Inc 
Diamant Typographic Service 
A. T. Edwards Typography, Inc 
Empire State Craftsmen, Inc 
Frost Brothers, Inc 


Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 
Dayton's Typographic Service 
DENVER, COLO. 


Walter T. Armstrong, Inc 
John C. Meyer & Son 
Progressive Composition Co 


PORTLAND, ORE. 
Graphic Arts Typographers, Inc Paul O. Giesey Advertising 
Huxley House Typographer 

King Typographic Service Corp o 
Master Typographers, Inc ST. LOUIS, MO. 

Morrell & McDermott, Inc. Brendel Typographic Service 


Typographic Service 


| 
| 
| 
CHICAGO. 1 The A. B. Hirschfeld Press ant. Gantt, Olen tne SAN FRANCISCO, CAL. | f 
7 M ‘Bendscho. Sac DETROIT, MICH NEW YORK, N. Y. Frederick W Schmidt, Inc Taylor & Taylor | 20) North Michigan hyenu 
= The Faithorn Corp 1 " Th p He C Ad Service Co. ; Superior Typography, Inc. 
a Hayes-Lochner, Inc ne EROS. entry V0. Advertising Agencies’ Service Supreme Ad Service, Inc SEATTLE, WASH. | 
x , Runkle-Thompson-Kovats, Inc George Willens & Co. ee cy Inc Tri-Arts Press, Inc Frank McCaffrey 
oe ’ Advertising Composition, Inc Typographic Designers, Inc 
r m CINCINNATI, OHIO INDIANAPOLIS, IND. Artintype, Inc The Typographic Service Co MONTREAL, CANADA 
f The J. W. Ford Co The Typographic Service Co., Inc Associated Typographers, Inc Kurt H. Volk, In Fred F. Esler, Led | 
Ay 


EXECUTIVE OFFICES: 


461 EIGHTH AVENUE, NEW YORK CITY 


ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
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REVIEW 
OF THE 
WEEK 


iss. Y JINX MINX A thousand feet of neon tubing in five colors went into the construction of the 
By oa new sign atop the Chicago office building of Edison General Electric Appliance 
- Co., maker of Hotpoint ranges, refrigerators, water heaters and other appliances. 

The seven-ton structure was designed by General Outdoor Advertising Co. 
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TWO POSTERS WITH A SINGLE THEME 


Fighting 
Foods 


IMERICAN MWAAT INSTITUTE 


\ 


AEAT Aas B Vitamins...Proteins...Minerals 


OWENS-CORNING SPURS PLANT WAR EFFORTS 


R ‘Ss 
riched 


Two strikingly similar outdoor posters went up throughout the nation last week, 
:, emphasizing the country's drive for better nutrition. The poster captioned 
aSINg “Fighting Foods" directs its message to consumers in more than 100 cities. A 
from similar appeal for the American Meat Institute was launched Feb. 27 in Life. 
pre- Leo Burnett Co. is the agency. Pillsbury Flour Mills Co. is keynoting its spring 
ct as campaign with the theme ‘Bake fightin’ food!" First posters appeared March 


ews- 10 in key defense areas. Copy also will be carried by 450 newspapers through- 
with out the U. S. McCann-Erickson directs the account. 
unts, 


. 


inan- 

will BRANIFF POSTERS STRESS WAR AIMS : ; 
actor. Friday the Thirteenth held no terrors for 

and the Chicago Art Directors Club, whose 

members answered the call of a special This poster which graphically displays the varied applications of products of 

Diese gazette, dominated with an_ illustration Owens-Corning Fiberglas Corp. to the weapons of war, is being displayed 
me of this jinx-defying seniorita, to attend a in company plants. Importance of individual contributions by employes to the 
ne pe party called "A Night in Rio." war effort is emphasized. 
ea as 
) per 

2ach 

aa PETTY GIRL STARTS PROMOTING SHIRTS AND SPORT JACKETS 

have 
‘ining — 
s and (/ SHIRTCRAFT )) 
_ ( AIRMAN ) 
acted, ; 


SHIRTS 


x cel- 


they niet” 


terest EB — ae — 
prac- Nine ae dt “ 
acted 
1 de- 
1e re- 
‘Id in 
in in- 
oard” 
utives 
of the 
out % 
iclud- 
dis- Paul D. Niles, advertising manager, looks over three new four-color posters to be 
distributed nationally by Braniff Airways as part of its advertising program, which A super saleswoman from the brush of artist George Petty went to work this week for the Shirtcraft Co., maker of Airman 
features the dedication of air transport to a "Vital to Victory" drive. The posters shirts and sport jackets, in this half-page advertisement, run vertically, in the March 16 issue of Life. Similar Petty girls 
were designed by Mr. Niles and Stancil Ramsey, Oklahoma artist, and produced will spice Shirtcraft copy throughout the year in Life and Esquire, and also will be seen on four-color window and coun- 
by Gibson-Ramsey Poster Service. ter displays, price cards, and in promotion to the trade. J. D. Tarcher & Co. directs the account. 
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MEDAL WINNERS INCLUDE THIS TRIO IN THE CURRENT CHICAGO ART DIRECTORS CLUB EXHIBIT 
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An . . ‘ ° . ‘ 
ve. the prize winners now on display at the 1942 exhibition of advertising art sponsored by the Art Directors Club of Chicago are these top-notchers (le ft to right): black and white illustration for Commercial s 
“ents Corp.. by Paul Gerding, artist: color illustration for Sieberling Rubber Co., by M. D. Charleson; and color photograph for Pilllsbury Flour Mills Co., by A. George Miller. Juries picked the medalists last 

weekend. The show is to continue through March at the Chicago Art Institute. (Story on Page 17.) 
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Cut Out The Waste of 


SELEF-DUPLICATED Circulation! 


WHEN it takes 2 or 3 copies of an individual newspaper 
to cover a single family each day — that’s self-duplicated 
circulation. That's waste for the advertiser. And he pays 


for the waste! 


But when it takes only a single copy of an individual 
newspaper to cover a single family each day — that’s non- 
duplicated circulation. That's the economy of efficiency 
for the advertiser. And the economy pays him! 

* * * 
Here in Chicago the waste of self-duplicated circulation is 
a continuous performance. It repeats itself every week-day, 


day in and day out, week in and week out. 


There are the copies of the “pre-dated” night before edition, 
picked up to kill an idle half-hour, hurriedly scanned, then 
thrown away. And the home-delivered copy, sometimes 
left at home and sometimes not. And the copies snatched 
at the station or bus-stop newsstands —and doomed to 
the wastebasket within an hour or so. These copies are 


bought by members of the same family. 


And that’s how self-duplication—which the advertiser 
pays for — goes on and on and on. And how the waste goes 


on and on and on, as well. 
* * BS 
Now contrast this dollar leakage with the concentrated 


action of The Chicago Daily News, averaging 3 readers for 
each single copy. Giving the advertiser an audience of 
1,250,000 home-devoted readers. 


The first measure of a newspaper's values and power as 
an advertising medium is not mere mass circulation, but 
audience-per-copy. As many advertisers have learned from 
their own experience. 

* oH a 
In 1941 The Chicago Daily News carried more General 


Display Advertising than any other newspaper published 
in the United States.* The advertisers who have made this 
total will tell you that for sales response at lowest cost, 
the paper with the most audience-per-copy is the preferred 
paper. 


*Reported by Media Records. Liquor linage omitted. 


AU DIENCE-PER-COPY —that's what counts! 


THE CHICAGO DAILY NEWS 


The Newspaper of First Importance 


In the Important Chicago Market 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO . NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building ° SAN FRANCISCO OFFICE: Hobart Building 
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